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advertiser's 


| Weekly 


THE ORGAN OF BRITISH ADVERTISING 


———_______ a 


OUCH 


ga winner. 


When WOMAN presents fashion 
detail simply, intimately, neatly, she 
does it with just that extra flair 
which more than 2,250,000 women 
recognise weekly. Britain’s greatest 
all-feminine market therefore gives 
a more than average share of trust 
and admiration to its chosen weekly 
—and WOMAN shifts more than 
the average share of advertised 
goods. 


OVER 


2290000 


NET SALES PER WEEK 


PHILIP BMANUEL, ADVERTISEMENT DIRBCTOR, ODMAMS PRESS LTD. 96-96, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND 4 SQUARE 
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ADVERTISER'S WEEKLY 


The Free Stand 
° 6 9 
Designs ‘Ramp 

Sir,—I would like to take this 
opportunity of congratulating Mr. 
S. P. O'Connor on his refreshingly 
frank letter (December 21) about 
the costs of designs for exhibition 
‘Stands. 

I started a campaign to prevent 
exhibitors receiving large numbers 
of free designs for stands. At the 
time I was quite shocked with Mr. 
©’Connor’s adverse opinion of 
this, but it seems that he has now 
expericnced what every exhibition 
organ.sation in the country has 
been faced with during the last 
three or four years. 

If exhibition stand erectors and 
designers get together, we can 
prevent this ramp on the part of 
exhibitors. 

DANIEL BARNETT, F.RS.A.. 

Studio Torron Ltd. 
69 Dean Street, W.1. 


J. Lucifer Sneath 


Sir,—Your correspondent John 
R. Leigh (December 28) is quite 
mistaken in his assumption that 
J. L. Sneath was a descendent of 
the J. L. Sneath who was so 
closely associated with the aboli- 
tion of the Rotten Boroughs and 
with the Temperance movement. 

In point of fact he was des- 
cended (on his mother’s side) 
from Francois Lissefere (1638- 
1702) the inventor of the gnomic 
metronome, that so simplified the 
playing of ancient church motets 
—that Mozart said of him “that 
music written prior to the inven- 
tion of Ars Nova would be quite 
unknown were it not for the 
labours of Lissefere.” 

On his father’s side he was a 
direct descendent from Roger 
Sneath, one of Queen Elizabeth's 
Puisne-Serjeante at Arraign (1563- 
1651) called “scholasticus” Sneath 
from his ability to quote all of the 


TO THE 


LETTERS 


EDITOR 


first four books of the Iliad from 
memory. 

No doubt his talent for writing 
(and none will dispute that he 
possessed this in the ultimate 
degree) came from this illustrious 
forebear—and it is by no means 
ironic that he should have publi- 
cised Guinness since his ancestor 
lived after drinking 3 firkins of 
ale with - Percy Faekesby in 
one evenin 
PERCIVAL ‘FFOULKES-BYERS 

Reader's Digest, 

Premier House, 
Hatton Garden, E.C.1. 


Advertising History 

Sirn,—Many readers must have 
been interested-to read in your 
account (December 14) of the 
Leon Goodman 25th anniversary 
party the reference to the sou- 
venirs of advertising history, and 
in particular the copy of ADVER- 
TISER’S WEEKLY dated December 
11, 1925. 

In the library of the Regent 
Club at 19 Buckingham Street, 
Strand, can be seen the most com- 
plete collection of advertising 
books and publications in the 
country, including complete 
bound volumes of ADVERTISER'S 
WEEKLY from 1913 onwards, and 
many individua! copies of even 


earlier dates. 
G. WORLEDGE., 
Chairman, Regent 
Advertising Club. 


65,000 Not Total 
Weekly Output 


Sin—Your correspondents 
Messrs. Holland and Simmonds 
seem to have misunderstood the 
item “65.000 addresses typed in 
one week” (December 14). 

We, too, should be seriously 
perturbed if our total weekly out- 
put was as low as this. The 65,000 
referred to however, was work 
done for one single client alone 

and in servicing more than 100 
clients our average addressing out- 
put is considerably greater than 
the 100,000 a week quoted by Mr. 
Simmonds without counting our 
hand-addressing output or the 
work of our subsidiary concern. 

ALAN G. NICHOLLS, 
Key Publicity. 
107 Uxbridge Road, 
Ealing, W.5 

P.S.—I wonder if many realise 
that the “600,000 campaign car- 
ried through in one week” men- 
tioned by Mr. Holland would 
have called for ar /east 100 typists 
on that job alone. Such a phen- 
omenal achievement should be 
worth further details! 


Isle Of Wight 
Publicity 


Sir,—With reference to the 
story “They Want It Both Ways” 
(December 7), the Isle of Wight 
County Council has no publicity 
department and makes no contri- 


POINTS FROM OTHER LETTERS 


BUSY 
1 wish P.R.O.s would stop 
sending hand-outs to journalists 
marked “Personal” on the enve- 
lope.—Busy Reporter. 


SPIKED 
Handouts from the C.O.i. 
reaching my office in one week 
weighed 4 oz. exactly. Nothing 
was of use.—Suburban Editor. 


‘PLUGS’ 


Some of the Christmas cards 
I received this year were nothing 


but commercial “plugs.” Their 
good wishes were clearly lacking 
in sincerity—Norman Johnson, 
Rugby. 


GOODWILL 

Perhaps the one occasion when 
advertising plays a really big part 
in the maintenance and retention 
of the friendship, and the busi- 
ness, Of old customers is Christ- 
mas time. Goodwill letters and 
cards have a direct effect in 
creating or measurably increasing 
the goodwill cf a company.— 
Gerry O’Connell, McCann-Erick- 
son Advertising Ltd. 


January 4, 1951 


bution to Isle of Wight advertis- 
ing. This is undertaken by the 
Isle of Wight Publicity Council, 
an entirely independent organisa- 
tion which is backed by the muni- 
cipal councils of the Isle of Wight 
and co-operates with British Rail- 
ways, who are entirely responsible 
for the poster side of the All 
Island Publicity Campaign for 
1951, including the provision of 
poster sites. 

As the Island is a_ holiday 
resort, the people must preserve 
its natural beauties and prevent 
excessive outdoor poster advertis- 


ing. 
Cc. W. BRANNON, 
Hon Secretary, Lo.W. 
Publicity Council. 

U.S. ‘Fight T.B.’ 
Campaign To End, 

Sir,—I am sure the advertising 
profession on this side of the 
Atlantic will be concerned at the 
decision of the U.S. Advertising 
Council to withdraw the “Fight 
Tuberculosis” campaign. This has 
deprived the U.S. National Tuber- 
culosis Association of its main 
means of public campaigning 
against a disease which kills more 
people in the U.S.A. every year 
than every other infectious disease 
combined, and is still the first 
cause of death among persons 
aged 15-34. 

Approximately 5 million lives 
have been saved, the death rate 
cut 85 per cent, since the N.T.A. 
was formed, and the decision of 
our American advertising col- 
leagues can set this steady pro- 
gress back immeasurably in the 
near future. Korea is a side issue 
compared with man’s fight against 


disease. 
A. F. WILLIAMS, 
Adnating Manager, Hills 
(Patents) Ltd. 


Circulation of Local Govern- 
ment Service is now 221,500 
copies a month, an average in- 
crease over six issues of 2,063. 
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ADVERTISER'S WEEKLY 


Saturday 


salesmanship 


Announcements in JOHN BULL 
work a seven-day week. The results 
come in mostly on Saturday. 

When the mass market families pour 


into their local shopping centres on 


Saturday, it’s the permanent selling 
tradition of the colourful, regular, 
long accepted family periodical 
which most influences them. And 
JOHN BULL’s Saturday salesman- 
ship covers well over a million 


families all over the country. 


Well over a million 


net sales every week of the year 


e 
i “ROU JARE GUARANIEE FOR A STRAIGHT LINE 
PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2. ALL-ROUND VALUE AND A SQUARE . 
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WOMAN’S JOURNAL 


C Nhe Nuistooul 


OF MONTHLY JOURNALS FOR WOMEN .. « 


WOMAN’S JOURNAL is unique. feminine interest. Today its prestige 
No other quality magazine reaches is greater than ever. So is its 
sO many women among the higher pulling power for advertisers of 
income groups, nor offers them every product of quality. It is 
such a wealth of exclusive good business to plan your 
features devoted to every schedules well ahead... 


AN A-P PUBLICATION - 2/- MONTHLY - PAGE RATE £300 
SALES EXCEED 


_ 350,000 
-_ i ~, ( an \ . 


CHAS. E. MANDER, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LIMITED, LONDON 
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THROUGHOUT 
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Candid Comment On Press Rate Rises 


AGENT WARNS: 
LOSS TO 
OTHER MEDIA 


Candid comment on the rising 
cost of Press advertising is given 
in the quarterly digest issued by 
S. C. Peacock Ltd., advertising 
agents. 

The writer of the article illus- 
trates his points with the 
comparative table reproduced on 
this page. 

it is admitted that in this era of 
rising costs, printers, publishers 
and sellers of other forms of 
media are compelled to pass on to 
customers increases resulting 
from the higher priced raw 
materials and increased wage 
costs. 

“Burt we doub; if, in some 
cases,” the digest continues, 
“the advertiser is being fairly 
treated, and we also feel that 
on a long-term policy sellers 
of media are cutting their own 
throats. We refer especially to 
the Press. 

“Publishers have had to face a 
very difficult post-war period. 
Their raw material and wage 
costs have soared out of all pro 
portion to 1939, and in addition, 
they have been severely rationed. 
But the latter has not been an 
unmixed blessing. 

“Pre-war daily papers were 
anywhere from 16 to 24 pages, 
and obviously it requires a 
larger staff for the mechanical 
production, editorial and adver- 
tising departments for papers of 
this size than it does for the pre- 
sent average 6-page paper. They 
have. therefore, a partially com- 
pensating factor in their lesser 
staff requirements, plus a large 
rede uction in raw materials. 

‘This, however, has been out- 
weighed by the very large increase 
in costs, and so it has become a 
necessary thing for publishers to 
seek further revenue, which they 
have done by increasing their ad- 
vertising rates. 

‘An advertising rate increase 


TURN TO NEXT PAGE 


Circulation 1939 


Paper A.B.C. Dec. 1938 


! 


Rate 1939 June i950 


i 


Daily Express 
Daily Herald 
Daily Mail 
Daily Mirror 
News Chronicle 


2,486,393, 


Radio Times 


Woman . p 5: 
Liverpool Echo 231, 129 


- 
« 


ScosSSnooos 


4,116,024 
2,071,280 
2,245,286 
4,566,930 
1,533,546 
8,443,917 
5,080,455 
8,161,810 
2,066,656 
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PRINT ORDER CUT 
BY A THIRD 


Shortage of art paper is the 
reason given for a cut of 
50,000 in the print figure for 
a Festival issue of “Design,” 
to be published by the Coun- 
cil of Industrial Design. 

Swift action by LS.B.A., 
has safeguarded advertisers 
who booked space on the 
understanding that the initial 
print order would be 150,000. 
They are to secure a 124 per 
cent discount—a reduction in 
the £100 page rate (black and 
white) to £87 10s. 


iNew LS.B.A. Members 

Lewis Berger Group of paint 
companies, the Geigy Co. Ltd., 
and Torquay Corporation are 
new members of 1.S.B.A. 


en 


m, 1950 rates are based on rates prevailing mid-1950. 
further substantial increases in some of these rates. 


Ban On Ads. That Might Inflate 
Newspaper Sales 


Revised Newsprint Rationing 
Committee rules include a new 
restriction on sales promotion 
which comes into effect immedi- 
ately. 

It is now stipulated that news- 
papers shall not offer, or allow 
advertisers to offer or provide, 
free copies of the paper, free 
gifts or benefits calculated to 
promote circulation, whether with 
or without coupons. 

It is permitted, however, for 
advertisers to offer the public 
gifts which do not require 
production of a copy of the 
paper, or a coupon cut from the 
newspaper. : 

This new rule has been intro- 
duced as a consequence of the 


problem that arose recently when 
Lever Brothers inserted a Lux- 
Wisk free offer coupon adver- 
tisement, considered by the 
Rationing Committee to give an 
artificial stimulus to newspaper 
sales. 

Distribution of free bill boards 
to newsagents is now allowed. 


PAPER PRICES UP 

Paper users have been notified 
of increases—amounting in some 
cases to 25-30 per cent—in the 
price of esparto papers. 

These include fine quality 
printings and writings, the base 
for many coated papers, and 
pulp boards. 


: PROGRESSIVE 
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NEWSPAPER @ 


For markets in 
LEICESTER 
LOUGHBOROUGH 
RUGBY 
COALVILLE 
HINCKLEY 
NUNEATON 
MARKET HARBOROUGH 


and 
surrounding areas 


R.H. PENNEY, Advertisement Director, Northcliffe ‘inne Group Ltd., Carmelite House, B.C.4. Central 6000 
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Mrs. S. S. Elliott 


NEW YEAR HONOURS 


Ashley Havinden 


P.J.S. Richardson J. H. 


Richardson R. W. Haddon 


A Knighthood For R. W. Haddon: Ashley 


Havinden Awarded O.B.E.: 


Mrs. Elliott, Exhibition 


Publicity and journalism have 
both received recognition in the 
New Year's Honours List. 
Among those who have been 
thus distinguished are the 
following: 

A Knighthood has been be- 
stowed on: 

RICHARD HADDON, 
C.B.E., deputy chairman, Asso- 
ciated Iliffe Press. 

(See Mainly Personal, page 32) 

The O.B.E. has been conferred 
on: 

ASHLEY ELDRID  HAvVINDEN, 
director and art director, W. S. 
Crawford Ltd., “for services to 
industrial design.” In addition to 
his art work in advertising and 
posters, Mr. Havinden has de- 
signed many outstanding books, 
packages, and textiles; and his 
achievement as a painter is re- 
presented in many galleries. He 
is a Royal Designer in Industry 
and was one of the first Fellows 
of the Society of Industrial 
Artists 

JoserpH HERBERT RICHARDSON, 
Controller (Publicity), Public Re- 
lations Department, General Post 


WALKER 


Office. Associated with Post 
Office publicity since it was 
started in 1920, he designed the 
P.O.’s first colour poster, and has 
played an important part with all 
its big campaigns, laying particu- 
lar emphasis on good poster 
design. He is editor of Telecom- 
munications Journal and func- 
tionally responsible for P.O. 
Magazine. 

PHILIP JoHN SAMPEY RICHARD- 
son, “for services to ballet.” 
Editor of the Dancing Times 
(which he, founded in 1910), he is 
vice-president, Royal Academy of 
Dancing, and director, Royal 
General Theatrical Fund. A 
founder member of the Aldwych 
Club, he-was- its hon. secretary 
for a number of years, both dur- 
ing the first world war and during 
the second. 

The M.B.E, has been awarded 
to: 

Mrs. SARAH  SAWBRIDGE 
EvwiortT, exhibition director and 
acting secretary, Office Appliance 
Trades Association. Mrs. Elliott 
organised the Business Efficiency 
Exhibition in 1949 and 1950, and 
is now concerned with the world’s 


CANDID COMMENT ON RATE RISES 


(Continued from previous page) 


which is based pro rata on circu- 
lation increase is reasonable, but 
it is highly questionable that the 
principle of passing on all in- 
creased production costs to the 
advertiser is correct. 

“Increased costs should pro- 
perly be passed on to the con- 
sumer—and the consumer in this 
case is not the advertiser but the 
purchaser of the paper.” 

Examining the argument that 
a halfpenny increase would pro- 
vide about £3,000,000 a year ex- 
tra for a national with 4,500,000 
circulation, the digest adds: 
“This is not, however, entirely 
undesirable. It would enable 
publishers to reduce their adver- 
tising rates to a more reasonable 
levels.” 


Admitting that the Press is still 
the most economic media, the 
digest warns: “The Press would 
do well to consicer that adver- 
tisers catinot continue to face 
ever-increasing costs, that Press 
advertising is becoming unecono- 
mic, and that, by degrees, they 
are losing, revenue to other forms 
of media.” 

FOOTNOTE: Managements of 
national papers who have studied 
the Digest, take the view that 
no substantial case has been 
established, since S. C. Peacock 
Ltd., admit they do not know 
publishers’ costs. One estimate 
was that overall costs have in- 
creased about 200 per cent and 
advertising rates are fairly, and 
favourably, related to the general 
increase. 


M.B.E. For 


= 

. 

Organiser 
biggest exhibition of office equip- 
ment which the Association will 
present at the Olympia in June, 
as well as other forthcoming 

exhibitions. 

Others to receive 
are: 

Sik ALEXANDER Hystop Max- 
WELL, chairman, British Travel 
and Holidays Association— 
K.C.M.G. 

Cyrit BODDINGTON, director 
and general manager, Berkshire 
Printing Co., Ltd., Reading— 
O.B.E. 

KENNETH ALLERTON CAMERON, 
sound supervisor, Crown Film 
Unit, Central Office of Informa- 


recognition 


Mrs. MarGaret Dorotuy 
Law, managing editor, 
Chambers’s Encyclopedia— 
O.B.E. 

EDWIN JAMES PATON, executive 
officer, Central Office of Infor- 
mation—M.B.E. 


. * 
Provincials Lost Few 
. ‘ 

_, Boxing Day Sales 

Most provincial evenings were 
published normally on Boxing 
Day, despite the refusal of many 
newsagents to handle’ them. 
Three Kemsley journals were 
among the few which did not 
appear. 

Few losses of sales are reported 
as a result of the newsagents’ 
action. A Westminster Press 
spokesman sa'd: “We have got 
used to that sort of thing and 
made alternative arrangements.” 

The Leicester Evening Mail 
(Northcliffe newspaper) had a 
normal sale, although fewer than 
half the newsagents in the area 
opened. 


ROAD SAFETY SURVEY 

Survey to find out what effect 
publicity has had on road safety 
is to be undertaken by the Trans- 
port Ministry, probably in a 
medium-sized town. It was recom- 
mended recently by the Select 
Committee on Estimates that if 
results showed little effect, no 
more should be spent on 
publicity. 
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R.T.-S.A. Plans 


More Prosecutions 


Following recent successful 
prosecutions for misleading des- 
cription of goods in advertise- 
ments, the Retail Trading-Stan- 
dards Association is launching a 
New Year membership drive. 

One hundred thousand pam- 
phlets are to be distributed 
throughout the trade, among ad- 
vertising agents and advertise- 
ment managers. 

The chairman, Mr. Ronald 
Schofield, names the high costs of 
preparing and executing prose- 
cutions as one reason for an ap- 
peal for greater support from the 
trade. Three recent prosecutions 
cost the Association at least £100 
more than the costs awarded by 
the magistrates. Further prose- 
cutions are likely in the near 
future. 


. 
Costs Kill A Weekly 
Newspaper 

Owing to increasing costs the 
Grantham Guardian is to suspend 
publication forthwith. 

The Guardian is a subsidiary 
of the Nottingham Guardian, and 
was established five years ago 
under the proprietorship of Mr. 
W. D. Kendall, at that time M.-P. 
for Grantham. 

The only Grantham newspaper 
remaining is the Grantham 
Journal, which reaches its cen- 
tenary in 1954. 


PRICE UP, SALES KEPT 

Faced with increased produc- 
tion costs due to rising newsprint 
costs, Radio Review, Irish weekly 
radio magazine, raised its price 
from 2d. to 3d. recently rather 
than increase its advertising rates. 

The publishers now say that cir- 
culation was not adversely 
affected. 
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A HAPPY NEW YEAR FRow 


y 
[ GUINNESS 
Pi 


This topical Guinness ad. wished 

“Goodness” for 1951 in the 

national Press. Agents are S. H. 
Benson Ltd. 
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600 ‘Foster Parents’ Are Wanted For 
Youth Scheme Delegates 
To Ad. Conference 


SINCLAIR WOOD OUTLINES PLANS 


Six hundred “foster parents”—209 in London and 400 in the 
provinces—are wanted to provide hospitality and accommodation 
to some 150 International Youth Scheme delegates during the 


International Conference week 
and the week following. 

The delegates,— young men 
and women between the ages of 
18 and 28—will be coming from 
at least 35 countries, wherever 
there is organised advertising 
activity outside the [ron Curtain. 

Mr. Sinclair Wood, chairman 
of the 1951 International Adver- 
tising Conference Youth Scheme 
Committee, states that on their 


arrival here they will be the 
guests, “lock, stock, and barrel” 
of the Advertising Association, 


and will be provided with accom- 
modation, meals, travel, and en- 
tertainment at no expense to 
themselves. 

“The effectiveness of the 
scheme depends upon British ad- 
vertising men and women throw- 


SCOTLAND’S PART IN 
THE FESTIVAL 


Scotland’s part in the Festival 
of Britain will be the principal 
theme of a Scottish Supplement 
to be published with “Adver- 
tiser’s Weekly” next week. 

Contributors include Sir John 
Handford, secretary, The Festi- 
val of Britain Scottish Committee, 
and Alastair Borthwick, Organi- 
ser, Kelvin Hall Exhibition of 
Industrial Power, who gives a 
preview of the exhibition. 

An up-to-date picture of the 
Scottish market and its advertis- 
ing facilities is provided by 
other expert writers. 


ing open their doors to these 
young people,” he emphasised. 

The Conference dates are Mon- 
day July 9 to Saturday July 13; 
and it is hoped that the 200 Lon- 
don foster parents will provide 
accommodation from Saturday 
July 7 through the Conference 
Four hundred homes in the pro- 
vinces are required for the fol- 
lowing week, as it hoped that 
each delegate will spend, say, 
three days in an industrial centre 
and three in the country. 

Advertising people willing to 
offer hospitality should inform 
the Advertising Association. 
Meanwhile members of London 
advertising clubs and organisa- 
tions are being approached; and 
a meeting of the Club Develop- 
ment Committee on Saturday 
will consider the problem of pro- 
vincial accommodation, 

If resources permit, said Mr. 
Wood, the number of youth dele- 
gates may he increased to the 


neighbourhood of 200. Their 
visit should lead to at least two 
valuable results: a real inter- 
change of views about what is 
being done in advertising, what 
should be done, and the purposes 
for which advertising should be 
used; and the organised inter- 
change of ideas between young 
people in advertising in the 
various countries, in the years to 
come. 

Delegates are expected to come 
from abroad on approximately 
the following basis: from North 
America 38, South America 16, 
Western Europe (including the 
Irish Free State) 68, Asia 7, 
Africa 13, and Australia and New 
Zealand 8. 

Already the Youth Scheme has 
struck the imagination of adver- 
tising people abroad, said Mr. 
Wood, judging by reactions ex- 
perienced by Mr. F. P. Bishop, 
Mr. Drummond Armstrong, and 
himself in North America, Italy, 
France, Belgium, Holland and 
Scandinavia. Almost every day 
inquiries arrived as to how many 
delegates could be accepted. In 


some countries delegates were 
being selected on a competitive 
basis. 

Questionnaires have been pre- 
pared in which prospective hosts 
can state what accommodation 
they can provide and also express 
any preferences they may have 
as to the nationality of their 
guests. 

Mr. Clifford Studd (Illustrated 
Newspapers) has agreed to work 
on the Youth Scheme Committee, 
membership of which was pub- 
lished last week. 

(See Mainly Personal, page 32) 


Indian Agents Will 
Help Save Paper 


The Advertising Agencies 
Association of India will co- 
operate with the Indian and 


Eastern Newspapers Society to 
save newsprint because of “the 
grave difficulties which face pub- 
lishers by reason of the restricted 
availability and high cost.” 
‘This was resolved at the fifth 
annual meeting when Mr. D. H 
McGill (Lintas) was elected pre- 
sident and Mr. A. K. Gupta 
(Publicity Forum) vice-president. 
Elected to the executive com- 


mittee: Messrs. I. D. Kotwal 
(Advertising and Sales Promo- 
tion), S. Misra (Aloha Advertis- 


ing Service), A. M. Patel (Everest 
Advertising), M. H. Broom (D. J. 
Keymer & Co.). J. N. Jaini 


(National Advertising Service), 
and E. J. Fielden (J. Walter 
Thompson). 


H. A. Oughton Succeeds Sir William 


As Crawford Chairman 


The Board of Directors of 
W. S. Crawford Ltd. have 
unanimously-elected Mr. Hubert 
A. W. Oughton as chairman in 
Ss uccession 
to the late 
Sir William 
C raw ford, 
K.B.E. 

Mr. Ough- 
ton remains 
ma naging 
director 
and Miss 
Florence 
S angster, 
vice - chair- 
man. 

Mr. Ough- 
ton joined 
the agency 
in 1914, 
shortly after its foundation, hav- 
ing worked previously with 
A. J. Wilson & Co. Ltd. After 
serving in the first World War, 
he rejoined Crawfords in 1920, 
passing through all departments 
of the agency. He was appointed 
director in 1929 and managing 
director in 1948. 

Mr. Oughton is a Fellow and 
member of the Council of the 
Institute of Incorporated Practi- 


H. A. Oughton 


tioners in Advertising. A mem- 
ber of the Council and Executive 
of the Advertising Association, 
he was recently appointed chair- 
man of its finance committee, 
following service as chairman of 


its education committee. He is 
also treasurer of the National 
Advertising Benevolent Society 


and secretary of the Advertising 
Agents’ Committee serving the 
National Savings Committee. 

He is a member of the Thirty 
Club, the Solus Club, the Ald- 
wych Club and the Publicity 
Club of London. 


Lord Mayor Switches 
On ‘Electric Newspaper’ 
In Belfast 


Switching-on ceremony for the 
Belfast Electric Newspaper was 

performed by the Lord Mayor 
Pe Belfast last Thursday. The 
“newspaper,” promoted by 
Robert S. Swanton, will flash out 
alternate news and advertising 
messages over one of the city’s 
main thoroughfares. 

Messages are up to 10 words 
and will be flashed 60 times a 
day, six days a week. 


ADVERTISER'S WEEKLY 


On the morning of the day the 


stolen Coronation Stone made 
front page news the “Daily 
Express” were showing a replica 
of the chair and stone in their 
Fleet Street window. A blow-up 
of their own news story, and pic- 
tures showing the Coronation of 
George VI gave added point to 
the display. Next day the 
“Express” made the display the 
subject of a story. 


Aberdeen May Let 
Transport Ad. Space 


The letting of advertising space 
on Corporation trams and buses 
for three years may be under- 
taken by Aberdeen Corporation 
Publicity Department. 

A recommendation to 
effect has been passed by 
Transport Committee for 
proval by the Council. 

The publicity officer, Mr. H. 
Webber, said that if the letting 
were done by his department the 
minimum net revenue during a 
period of five years would be: 
First year, £8,670; second, 
£11,386; third, £15,552; fourth, 
£15,552; fifth, £15,552—a total of 
£66,712. 


. . 
Will Advertise 
. 
‘Energetically’ 

In the annual report of Foster 
Clark Ltd. Maidstone, food 
manufacturers and canners, ap- 
pears the following: “In spite of 
narrowing margins of profits, 
your directors have considered it 
advisable at this juncture to ad- 
vertise energetically your com- 
pany’s products in all possible 
directions, and have therefore 
again taken £5,000 from advertis- 
ing reserve. It is intended to con- 
tinue to pursue this policy.” 

The firm's advertising reserve 
fund now totals £60,000. 


New Zealand To 
Make Newsprint 


A newsprint enterprise to pro- 
duce 200,000 tons a year is to be 
launched shortly by the New 
Zealand government in conjunc- 
tion with Australian private 
enterprise. This was announced 
by Mr. S. G. Holland, New Zea- 
land Prime Minister, when he 
passed through Sydney recently. 

He told reporters there were 
800,000 acres of softwood ready 
for harvesting. 
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ADVERTISER’S WEEKLY 


Printing Industry Peace 
Plan Talks To-day 


Executives of the affiliated 
unions of the Printing and 
Kindred Trades Federation are 
meeting to-day (Thursday) to 
consider the employers’ plan for 
five years “‘peace’’ in the print- 
ing and newspaper industry. 

There will be a detailed dis- 
cussion of the _ stabilisation 
scheme put forwad by the British 
Federation of Master Printers 
and the Newspaper Society. 

As soon as the general lines of 
the agreement between the Lon- 
don Society of Compositors and 
the London Master Printers Asso- 
ciation were known, the P.K.T.F. 
executive met the employers, at 
their request, to discuss the effect 
of the settlement on _ other 
Unions. 

The B.F.M.P. and the News- 
paper Society have asked unions 
in the Federation whether they 
are ready to discuss a general 
scheme for the whole industry. 

Their suggestions include: 

Adjustment of the basic 
minimum rates with consolida- 
tion of house rates and merit 
money to the extent by which 
the minimum rate is raised. 

A cost of living sliding scale. 

A period of stablisation, ade- 
quate manpower, and the intro- 
duction of incentive payments. 

It was inevitable that the 
employers should pattern their 
scheme on the findings of the 
Court of Inquiry on the recent 
LSC dispute, and the LSC have 
agreed with the employers for a 
period of stablisation of five 


years. 

In the opinion of Mr. J. 
Fletcher, secretary of the 
P.K.T.F., it is impossible to say, 
at the moment, how far a general 


ACKWOWLEDGE couaresy 


One of four posters introduced 

hy the Royal Society for the Pre- 

vention of Accidents for “1951 

Road Courtesy Year.” They will 

appear on local authorities’ 
bulletin boards. 


scheme can be achieved. Unions 
will expect differeni treatment of 
the manpower and inceutive pay- 
ment suggestions, as some have 
already made agreements with the 
employers on these matters. 

The employers consider it is 
essential in the interests of both 
sides—and of the community, as 
represented by their readers and 
advertisers—that the printing in- 
dustry should have sufficient man 
and woman-power to meet the 
constantly expanding calls upon 
it. 

They have given the unions a 
friendly “warning,” that unless 
both sides take definite steps to 
meet the demands upon them 
work “which is already drifting 
to an alarming extent towards 
other methods of production” will 
be lost "ermanently. 


Ripley Preston 
Entertain 


Nearly 70 Press representatives 
recently met Mr. John F. Preston 
and Mr. Alec Willington, new 
manager ;} of the Birmingham 
office, at a cocktail party 
organised by Ripley, Preston & 
Co. Ltd. Nearly every journal 
in the country was represented or 
had sent good wishes. Mr. 
Robin Holmwood, director, 
Derby office, Mr. W. Clare. 
manager, London office. and Mr. 
R. Bennett, director, Manchester 
office, were among those who 
attended. ! 


Billposting Company 
Changes Hands 


Wild & Co. Ltd., Oldham firm 
of billposters and poster writers, 
has been acquired by the Oldham 
Billposting Co. Ltd., and will in 
future be operated as a separate 
company with its registered office 
at 8 Clegg Street, Oldham. 


The annual meeting of the 
Display Producers and Screen 
Printers’ Association will be held 
at the Cafe Royal. London, on 
January 23. It will be preceded 
by the annual luncheon. 
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Electric Maps Idea’ 


Upsetting The 
Apple Cart 


Quotation from Bernard 
Shaw in a recent Bowater 
Paper Corporation Ltd. ad- 
vertisement: “Let those who 
may complain that it was all 
on paper remember that only 
on paper has humanity yet 
achieved glory, beauty, truth, 
knowledge, virtue and abiding 
love.” 


News On Holidays 


The Polytechnic Touring Asso- 
ciation 1951 programme, Poly 
Holiday News, has been printed 
by the Daily Graphic in news- 
paper format. This allows the 
most up-to-date information to 
be included. It has twelve pages, 
containing news about leading 
European holiday centres, with 
details of the price of tours. The 
style of the Graphic is followed 
closely. Agents are F. os 
Pritchard, Wood & Partners Ltd. 


The Minister of. Health has 
been recommended to stop £200 
from the remuneration of a 
Yorkshire optician who sent out 
circulars to previous patients 
suggesting another examination 


Batten Gives Seven Points For 
Sales Campaign Timing 


Seven main points must be 
thoroughly explored if a_ sales 
campaign is to succeed in its 
timing, Mr. John Batten, adver- 
tising manager, Watney, Combe, 
Reid & Co., Ltd., told the British 
Sales Promotion Association. 

The product must be right in 
all respects: sales staff must 
make their decision on the scope 
of the campaign; distribution 
must be watertight; all printed 
material must be ordered in good 
time: poster and Press advertis- 
ing must be timed for the launch- 


ing of the product; dealer aids 
must be provided in adequaie 
time: and there must be a con- 
stant check on results. 

The advertising department 
should be brought into the pic- 
ture at the beginning and be fully 
aware of all the various factors 
which make up the new product. 

“I think it goes without saying 
that the campaign cannot be 
worked and might well be mis- 
timed if sales and advertising de- 
partments are not completely co- 
operatwng.” said Mr. Batten. 


A Manchester firm who wish to 
supply electric pictorial maps of 
London to aid Festival of Britain 
visitors have approached Mr. 
Herbert Morrison because “past 
experience with the Festival 
authorities has proved that it is 
most difficult to discuss the 
matter with the person com- 
petent enough to make a 
decision.” 

The firm, Davis Advertising 
Service Ltd., of Blackfriars Street, 
Salford, state they approached 
the Festival of Britain authorities 
last July and offered an unlimited 
number of press button maps on 
the basis that accompanying ad- 
vertisements would defray the 
cost. The maps are hand-painted 
on linen, and mounted on a 
frame with a clock above and ad- 
vertisements all round. A speci- 
men is pictured above. 

Mr. L. M. Balcombe, a 
director of the firm, states that 
the Festival authorities have ruled 
that they would only consider the 
maps if they are supplied entirely 
free of advertising. 

Some 300 maps have been in- 
stalled throughout England, the 
Channel Islands and the Isle of 
Man, and the firm are now 
negotiating for similar installa- 
tions throughout France and 
America. 


NEW COMPANY}TO 
MAKE FILMS 


A new film company, Times 
Production, has been formed in 
Manchester. Directors are 
Messrs. John Sutro, Frank 
Thrower, Corry Fennell and 
Peter Proudman. 

Mr. Sutro and Mr. Thrower 
are, respectively, managing 
directors of Ortus Films Ltd. and 
Lombard Films Ltd.; Mr. Fennel 
is the director of Times Theatres 
and Associated Companies, 
responsible for the colour film 
“Port of Manchester.” 

The company plans to make 
industrial films, especially in 
16 mm. colour and to produce 
short films for the cinemas. 
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72% Of London’s Exhibition Visitors 
Earn Over £10 A Week 


NEW MASS OBSERVATION SURVEY 


What type of people go to exhibitions—and why? 

These intriguing questions— of especial copicallty # in Festival 
of Britaia year—are answered in a Mass Observation survey. 

In 1950 only 24 per cent of Londoners had never been to an 


exhibition at all—this figure 
being represented most largely 
in the lower income groups. 
Only five per cent of Londoners 
earning over £10 a week are 
included. 

Nearly every second man, and 
just over every third woman, 
has been to an exhibition of 
some kind during the past two 
years. Of the aggregate attend- 
ance 72 per cent are those with 
over £10 weekly. 

While the average exhibition 
public is largely a m.ddle-income 
one, the survey shows that sus- 
ceptibility to the appeal of exhi- 
bitions generally increases 
strongly with income; and that, 
to a less extent, the attraction is 
stranger for men _ than _ for 
women, Naturally attendance 
proportions vary according to the 
nature of the exhibition. 

Of the exhibition-goers inter- 
viewed by Mass Observation in 
London, 21 per cent had bought 
something either at, or as a direct 
result of the last exhibition 
visited. A breakdown of pur- 
chases showed that 21 per cent 
bought food products; 17 per cent 
kitchen ware; 13 per cent trinkets 
or small presents; 8 per cent 
bought luxury or labour-saving 
goods; 8 per cent furniture or 
furnishings; 7 per cent toys; 4 
per cent sports or technical 
goods; 2 per cent books. 

It is a_ striking fact that 
roughly one in 25 of all Lon- 
don exhibition-goers bought 
large and expensive goods, such 


as furniture, furnishings, wire- 


less sets or vacuum cleaners, 

at the last exhibition. 

The survey comments: “Much 
of this buying is not a clear-cut 
matter of going to an exhibition 
with a view to making a definite 
purchase. Large numbers of 
people attend exhibitions with a 
half-formed awareness of a 
generalised need; they are setting 
up home, want to ‘improve their 
home,’ or are just ‘interested’ in 
yomes; whatever the origina! 


‘Mail’ Ideal Home 
Exhibition Plans’ 


Arrangements for the 1951 
Daily Mail Ideal Home Exhibi- 
tion are nearing completion. Cen- 
tral feature is to be a “Village of 
Ideal Homes.” This will include 
Women’s Institute House, a de- 
sign pooling the ideas of over 
400,000 women, and five other 
houses furnished in accordance 
with the ideas of five Daily Mail 
writers. 


motive they are liable to leave the 
exhibition with a new carpet or 
an order for a pressure cooker.” 

Discussing long-term effects, 
the survey adds: “In addition to 
the one-in-five exhibition goers 
who realised that they were led 
into buying something by the last 
exhibition they visited, there must 
have been many who eventually 
completed a purchase, the seed of 
which was first unconsciously 
planted at a half-forgotten exhi- 
bition.” 

Mass Observation compute 
that 79 per cent of all Londoners 
have already heard of the 1951 
exhibition, and three-quarters of 
them say they will probably go. 


60 Firms To Show 
British Plastics 


More than 60 firms will show 
their products at the British 
Plastics Exhibition and Conven- 
tion to be held in London from 
June 6 to 16. 

The whole of the space on the 
ground floor of the National 
Hall, Olympia, is already allotted 
and the first floor is now being 
filled. 


B.IL.F. Ads Have 
Started 


Advertising for the 1951 
British Industries Fair is now 
starting in Australia and other 
overseas areas. Supporting 
showcards, posters, booklets and 
menu cards have already gone 
out, and the direct mail cam- 
paign is well under way. 

Last year’s agents have all been 
re-appointed. Rumble, Crowther 
& Nicholas are handling home 
advertising and co-operating with 
Betac in overseas campaigns. 
Hewitt, Ogilvy, Benson & Mather 
Inc. are agents in U.S.A. 

The campaign has _ been 
planned in co-operation with 
the Festival Authorities but will 
run independently. Mention of 
the Festival is, however, made 
in copy. Although the appro- 
priation has not been stepped 
up, it is hoped to intensify the 
coverage by changing emphasis 
to editorial publicity in some 
countries. 

To facilitate this the usual 
questionnaire requesting firms io 
Rive details of exhibits was sent 
out as early as September 1950. 
A second shot will go out shortly. 

Of slightly over 3,000 firms 
circularised over 80 per cent have 
replied. A B.LF. spokesman said 
that many replies are “not very 
constructive.” 

Applications for space are 
nearly 100,000 up on last year. 


Fifty Per Cent More Will Show 
At Second Packaging Exhibition 


The Dollar Exports Board, 
the Board of Trade, the British 
Standards Institution, the Insti- 
tute of Packaging, the Railway 
Executive, and the Printing, Pack- 
aging and Allied Trades Research 
Association, are some of the 
official and trade bodies that will 
be among the 150 exhibitors at 
the second national Packaging 
Exhibition which Mr. Harold 
Wilson, President of the Board 
of Trade will open at Olympia 
on January 30. 

Originally sponsored by the 
Institute of Packaging, which is 
acting as an advisory committee, 
the Packing Exhibition is 
organised by Provincial Exhibi- 
tions Ltd. in association with 
F. W. Bridges & Sons Ltd. It 
will continue till February 9. At 
the first exhibition, at Manchester 
in October 1949, there were 
about a hundred exhibitors. 

The forthcoming exhibition, 
with some 40 ver cent of the ex- 
hibitors showing British, Ameri- 
can, and Continental machinery 
and equipment. should make a 
notable contribution to the 
mechanisation of packaging in 
this country. One firm has taken 


the entire ground floor of the 
Empire Hall for a single exhibit 
—a complete mobile metal drum- 
making factory—which is be- 
lieved to be perhaps the largest 
exhibit ever shown indoors in 
Britain. 

A novel development in the 
conference arrangements is the 
decision to invite other trade in- 
terests to present talks to the 
packaging industry (and not vice 
versa) on the relationship of 
their industries to packaging. 
These talks are in addition to the 
following four pavers organised 
by the Institute of Packaging: 

“Transport in Relation to 
Packaging.” T. E. Jackson, 
assistant to Commercial Suner- 
intendent (Claims), London Mid- 
land Region, Railway Executive: 
“Packaging for Multiple Stores.” 
Jan Gerke, Marks & Spencer 
Ltd.; “Packaging for Export.” 
Roger S. Falk, director general, 
British Export Trade Research 
Organisation; and an “Any 
Questions” sessions with the 
spec‘alist team on packaging 
which recently visited U.S.A. 
under the ausnices of the Anglo- 
American Council on Produc- 
tivity. 
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CLUB NEWS 


Oratory Organiser 
For The North 


Mr. Robert Williamson, a 
member of the Publicity Club of 
Leeds, has been appointed north- 
ern organiser of the National 
Public Speaking Contest. 


Bristol Speaking 
Class Plans 


The public speaking class of 
Bristol & West Publicity Club will 
open on January 22 under the 
guidance of Mr. Frank Buckley, 
Festival of Britain organiser for 
the Council of Social Service. 
Fifteen members have signified 
their intention to take part. The 
curriculum includes * “Art of Pub- 
lic Speaking,” “Psychology of 
Public Speaking,” and “Develop- 
ment of Personality in Speaking.” 


CLUB WILL HANDLE 
FESTIVAL 


PUBLICITY 
The Publicity Club of 
Nottingham has been entrusted 
with full responsibility for 
and Press 


Craske Is Aldwych 
Golf Captain 


Mr. Alfred Craske has been 
elected captain of the Aldwych 
Club Golf Circle. The commit- 
tee will be J. Rafter (hon. secre- 
tary), J. V. White, W. G. Barney, 
Colin Turner, J. Patterson, S. H. 
Back, J. M. Beable, and A. W. 
Newton. There will be the usual 
spring and autumn meetings, and 
it is also hoped to hold the custo- 
mary triangular match between 
the Fleet Street Column Club, 
the —— Club and the Aldwych 
Club. 


IN BRIEF 
The annual Aldwych Club 
ladies night is to be held at the 
a Hotel on Friday, Febru- 
ary 2. 


Among those who will address 
the Publicity Club of Leeds early 
this year are Mr. W. J. Brown, 
ex-M.P. for Rugby; Miss Audrey 
Withers, editor, Voeue; Mr. N. 
Cursley, news editor, News 
Chronicle; Mr. Collin Brooks, 
editor, Truth; and Mr. J. Arthur 
Rank 


The Publicity Club of Leeds 
children’s party will be held at 
= Astoria Ballroom on Satur- 

ay. 


Magazine of Aberdeen Publi- 
city Club has been named 
Pibroch. 


Birmingham Publicity Associa- 
tion brought a successful autumn 
session to a conclusion with a 
dinner and concert at the White 
Horse Hotel. 
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VEWS ABOUT PEOPLE. 


C. J. Longden Joins Graham & Gillies: 
Dench To Be Scottish ‘Express’ General Ad. 
Manager: W. Martin Leaves C. & A. Modes 


C. J. Longden, account execu- 
tive with Young & Rubicam Ltd. 
for two-and-a-half years, has 
relinquished his position to take 
up a similar appointment with 
Graham & Gillies Ltd. His 
advertising career started in 1928 
when he joined the creative staff 
of Arks Publicity Ltd. During 
his ten years with that agency he 
founded Arks Ireland Ltd. (now 
Arks Ltd., Dublin), returning 
from Ireland to become director 
and later managing director of 
the parent company in London. 
After service in the Far East 
during the war he was appointed 
sales promotion manager of 
Chappie Ltd. in 1946. 

* * * 


W. Lang retired from the 
general advertisement manager- 
ship of the Express Group in 
Scotland at the end of December. 

He is being succeeded by F. C. 
Dench, who has been with the 
Express for many years. Mr. 
Dench was in the R.A.F. during 
the war, and on his return he be- 
came a representative with the 
Daily Express. 

Mr. Lang joined the Express 
in Scotland in 1931, became 
classified advertisementemanager 
in 1933, and advertisement man- 
ager in 1936. 

During the past year he has 
been chairman of the Scottish 
Daily Newspaper Society's adver- 
tisement managers’ committee. 

* * * 

After 37 years’ service with the 
News Chronicle in London and 
Manchester, W. H, Armitt is 
relinquishing his directorship. 
His place on the Board is being 
taken by Raymond Thompson, 
who has been general manager 
of the Manchester office of the 
News Chronicle since April of 
this year and was _ formerly 
director and gereral manager, 
North of England Newspaper 
Co. Ltd., Darlington. 

* * * 


Donald W. Emmett has now 
assumed full responsibilities as 
director and account executive of 
the Emmett Group. Since leaving 
the Army he has spent two years 
with Electric and Musical In- 
dustries Ltd. as a design and 
development engineer and will 
now give specialised servicing to 
accounts of a technical nature. 
Mr. W. H. F. Emmett’s other two 
sons, Robert and Geoffrey, are 
also in the business. 

* * * 


H. O. Smaldon, head of the 
public relations department, 
Metals Division, Imperial Chemi- 
cal Industries, has retired. C. N. 
Sherwood, who succeeds him, 


has been with the department 
since 1947, in charge of public 
relations. Previously he had had 
considerable experience with the 
Metal Division’s export sales 
organisation in London and Bir- 
mingham, 
* * * 


Wilfred Martin, for the past 
year advertising manager, C & A 
Modes Ltd., has resigned. He 
was formerly publicity manager, 
J. Lyons & Co. 


* * * 


Four members of the staff of 
C. D. Notley Advertising Ltd. 
have been appointed to the 
Board. They are Michael Pley- 
dell-Bouverie (account executive), 
L. C. Abbatt (copy chief), 
T. Reginald Jenkins (art director) 
and D. A. Deas. 


* * * 


John Neville Osmond-Jones, 
previously with Gordon Har- 
grave & Co., advertising consul- 
tants, is now publicity manager, 
Burroughs Adding Machine Co. 
He has been sales and advertising 
manager of-Herts Pharmaceuticals 
Lid. for three years, and, follow- 
ing demobilisation, was an 
account executive with General 
Advertising Agency, Calcutta, 
branch manager for Grant Adver- 
Using in Bombay and_ senior 
account executive for Grant’s in 
Cape Town. 

(See Mainly Personal, page 32) 


F.C. Dench 
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| Sykes, Ingham 
L.P.E. Joint 
Managing 


Directors 


R. C. Sykes 

Major G. Harrison has relin- 
quished the post of managing 
director of London Press Ex- 
change which he has held for 
twenty years. He will continue 
in office as chairman of the com- 
pany. R. C. Sykes and Ernest 
Ingham become joint managing 
directors. 

Mr. Sykes, the eldest son of the 
late R. J. Sykes, joined L.P.E. in 
1922, was appointed a director in 
1930, and has been vice-chairman 


MAJOR HARRISON 
STILL CHAIRMAN 


Major G. Harrison 


since 1946. He is also chairman 
of Publicity Arts Ltd. and of 
Research Services Ltd. 

Mr. Ingham joined L.P.E. in 
1926 with the Fanfare Press. He 
was appointed a director in 1940 
and became deputy managing 
director in 1946. He is also chair- 
man of Fanfare Press Ltd. and 
vice-chairman of Publicity Arts 
Lid. and of Technical & General 
Advertising Agency Ltd. 

(See Mainly Personal, page 32) 


E. M. Dougall, who was 
deputy editor of the Daily Mail 
until last June, has been ap- 
pointed publicity officer to 
Festival Gardens Ltd., the com- 
pany which is organising the 
Battersea pleasure gardens during 
the Festival of Britain. 

*~ . * 

A. M. Alexander has joined 
the Board of Phillips Advertising 
Ltd. after 17 years as Midland 
advertisement manager of the 
B.B.C. 

- * * 

Hugh Auger, chairman, Auger 
& Turner Ltd., has resigned from 
that position but will retain his 
seat on the Board. On January 
1 the post of chairman was taken 
over by Cecil Turner. 

Ron Empson and Cecil Turner 
become joint managing directors, 


A.M. Alexander 


while Donald Smee, formerly 
general manager, becomes crea- 
tive director. 

* * * 

Brian Griffin has been ap- 
pointed senior copywriter at 
Merchandising Factors, Inc., 300 
Montgomery Street, San Fran- 
cisco, California, U.S.A. 

After more than two years with 
Armstrong-Warden Ltd., he sailed 
for the States in July 1949. In 
New York he joined Prince & 
Company as copywriter, gradu- 
ated from the course sponsored 
by the Advertising Club of New 
York and was awarded their 
— medal in a class of over 


* * of 

_Philip Emanuel, advertisement 
director, Odhams Press, has 
taken over the chairmanship of 
the Audit Bureau of Circulations 
from T. D. Morrison, of Mather 
& Crowther. Clifford Harrison, 
Horlicks Ltd., has retired from 
the council. His place is taken 
by Douglas Wilson, United Steel 
Co. All other council members 
have been re-elected. 

. * - 

Judges for Lever’s Easy Shav- 
ing Stick Competition for which 
prizes to the value of £1,755 will 
be awarded for the best slogans 
of not more than 15 words are 
Kenneth Horne, sales and adver- 
tising director, Triplex Safety 
Glass Co., Ltd.; the editor of the 
Sunday Pictorial; 3. A. A. Beer, 
advertising manager, T. Wall & 
Sons Ltd.; Leonard Sharpe, chief 
copy writer, Lintas Ltd., and 
W. H. T. Tayleur, public rela- 
tions consultant. 

. ~ * 

Lionel Hauser, publicity mana- 
ger, Marconi Instruments Ltd., 
St. Albans, has resigned to be- 
come sales manager of Charles 
Pearson & Son Ltd. the London 
printers. 


MORE NEWS ABOUT 
PEOPLE ON PAGE 34. 
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Waste No Waste 


ASTE not, want not’, we were told in our childhood. 

The exhortation, regarded to-day as rather old-fashioned, 

should be blazoned in letters of Day-glo on the premises 
of every paper user. For the shortage of material for making paper 
and board has assumed the nature of a national crisis. 

Salvage of more waste paper, so that it can be utilised in the 
manufacture of new, is one way—perhaps the only speedy way— 
of mitigating the shortage. To destroy waste paper, by burning it 
or consigning it to the rubbish dump, has become a crime against 
common sense—especially as it can be sold at a good price! 


” * * 


HE advertising business, and the Press as the major medium 
of advertising, are both, of course, deeply concerned. It is 


_ possible that this year, because woodpulp shortage may curtail 
- home newsprint production, newsprint may become even scarcer 


' than now. 


It may tecome necessary to increase the present 


’ proportion of waste in newsprint manufacture, about 5 per cent, 
_ to something nearer the 17} per cent—or even more—of war 


days. 


Moreover, if industry, for lack of enough packaging 


' material, fails to meet its export and re-armament commitments, 
_ the Government may sanction a raid on-the. pulp supplies 


_ reserved for newsprint. 


This would spéll disaster for the 


"newspapers. 


Advertising is endangered in another way, too. If advertisers 
cannot package their goods, they cannot sell them, and therefore 
cannot advertise them. This, in some cases, has already happened. 


* * * 


; 4 stress further the gravity of the problem should be needless. 
F 


ortunately, something is being done about it. A campaign 


~ to stimulate waste paper recovery has begun, and has begun well. 
_ The Waste Paper Recovery Association has launched a £20,000 


prize contest as a spur to local authorities. By this means it is 
hoped to raise the total waste recovered during 1951 to at least 
a million tons, a quantity just sufficient to cover present consump- 
tion, which is approximately 19,000 tons a week, and likely to 
rise as demands from armament industries increase. The Associa- 
tion has obtained from the mills a guarantee of a minimum price 
of £6 10s. for mixed, baled waste, the highest ever paid, and 
actual current prices are appreciably higher. Already there has 
been a gratifying response. 

Through industrial and trade associations, an appeal is also 
being made by the Association to industry to step up its salvage 
to a higher total than that of about 600,000 tons a year it has 
recently shown. 

e * . 


HAT, it may be asked, are the newspaper and periodical 
publishers, who took such an active part in previous drives, 
doing to help this one? 

The answer is that they are unreservedly behind it. Assurances 
of support from all their associations and from many leading 
publishers have been forthcoming, and a number, notably in the 
Provinces, zre translating goodwill into action, both by publicity 
in their newspapers and by public encouragement to local 
authorities. Whether, as in the past, they will organise collections 
through their circulation departments, remains to be seen. 
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Circumstances have changed somewhat since the 1948 drive in 
which they so effectively collaborated, but it is certain that what 
they can do they will if and when they are asked. 


baa * * 


HAT more can be done? How can the advertising business 
play its part? How can the Press do more, even before it is 
asked? The answer is that public opinion must be roused. 

The first step will be to complete the national organisation of 
local authorities. This is being done by the W.P.R.A. Here the 
newspapers are helping and will help more. They can do more 
than anyone to spur the laggards, to suggest means of securing 
maximum results, to rally householders and voluntary bodies, 
such as the Boy Scouts, to the authorities’ support. 

Trade journals can and should stimulate interest among the 
trades and industries they cover, thus helping themselves as well 
as the national interest. 

Advertising managers can, and should, where necessary, urge 
the importance of waste paper recovery in their offices and 
factories. 

Advertisers, especially trade Press advertisers, can and should 
incorporate in their advertisements a “Save Waste Paper” 
appeal. On every package should be a reminder to see that it is 
salvaged. 

As soon as the national machinery is fully operative, the 


denied to them it is impossible 
to say: certainly no substitute is 
readily available. Magnesium 


nationa! newspapers and magazines should, and doubtless will, 
open up with their big guns, as only they know how, to convince 
was in the darkest days of the war. 
6 
T ow’s LOD 
O-morrolw s 
which stand to be affected most 
by the prohibitions, announced 
Supply, on the use 
THE for certain  pur- 
METAL copper and copper 
alloys are the sign 
Items banned under the heading 
“Architectural and decorative 
brackets, hinges, hooks and 
chains. The electrical goods 
and ornamental light fittings. 
The trades concerned, however, 
burden an impossible one. They 
have become skilled in adapting 
to the current supply position; 
and in any case their main needs 
coated sheet—and aluminium. 
Theoretically, these two com- 
“banned” list. In fact, they have 
never ceased to be very difficult 


their millions of readers that it is as vital to save paper now as it 
Tue Two branches of advertising 
last week by the Ministry of 
poses of zinc, 
BAN 
and display trades. 
metal” include name plates, 
prohibited are lighting reflectors 
should not find this additional 
their new material requirements 
are steel — particularly lead- 
modities are as yet off the 
to come by. 
_ 


THE BAN does not. of course, 
apply to electrolytic zinc for 
blockmakers. According to Mr. 
N. Harrison, | the Federation 

of Master Process 
STILL Engravers, the 

question of future 
ZINC FOR supplies is obscure, 
BLOCKS and there will be 

no _ classification 
for some time yet. Just what 
would be the position of 
engravers if their zinc were ever 


has been suggested as a possible 
alternative to zinc, but supplies 
of this imported material, even if 
it were found suitable, might well 
be as difficult as those of its pre- 
decessor. 


— _— 


— 

TuouGu the 1951 Conference pro- 

gramme has not yet been final- 

ised, it has been decided that the 

Wednesday will be hay = oor 

What can be done 

THEME a 

OUTH improve methods 

FOR Y of recruitment, 

DAY education, and 

training in advertis- 

ing is the extremely important 
subject that will be debated. 

That the Festival Year Confer- 
ence will not be “just another 
Conference” was made very clear 
by Mr. Sinclair Wood in outlin- 
ing the Youth Scheme reported 
in this issue. 

A real endeavour will be made 
to contribute something con- 
structive towards the solution of 
world problems. Instead of 
having advertising people stand 
up and tell each other that adver- 
tising is a very good thing. it is 
planned to start off with a series 
of questions about what advertis- 
ing can do to help preserve the 
democratic way of life. It is hoped 
that the answers to these ques- 
tions will be expressed. during the 
final session on the Friday, in a 
series of resolutions. 

ROUND TABLE 
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in an unbuttoned moment, 

who declared that half the 
money spent on advertising in 
this or any other country was 
utterly and irrevocably wasted. 
The only difficulty, he continued, 
was that nobody had yet been 
able to discover which half. 


Since then, a whole raft of 
serious minded persons, many of 
them with high-sounding degrees 
from mail-order universities and 
correspondence colleges, have 
been seeking for ways to make the 
profitable half of the advertising 
expenditure yet more profitable. 


|: was Sir Charles Higham, 


They have studied successful 
advertising campaigns so dili- 
gently and taught people to 


imitate them so closely that in 
certain trades—household soaps 
and detergents, for example—it 
needs a discerning eye to tell 
different advertisers’ efforts apart. 


For fairly obvious reasons, they 
have paid less attention—indeed, 
scarcely any attention—to the 
wasted half of advertising expen- 
diture. After all, when you come 
to think of it, very few adver- 
tisers or their agents care to rush 
into print with case histories of 
their more spectacular advertising 
flops. For them it's the stiff 


upper lip and a still tongue in the 
head. 


Nevertheless, surely there's 
something to be said for knowing 
which way the wasted money 
goes, and why people have to 
pop the weasel. So here, for a 
warning and a sign, are a few 


Review of 


Advertising 
by 
COPYTASTER 


quick ways to waste money in 
advertising. Any of them alone 
is guaranteed to place the appro- 
priation in jeopardy, and several 
in combination will bleed any 
appropriation white. 

1. Be dignified at all costs. 
Will the members of your club 
like your advertisements? Are 
they in keeping with your old 
school tie? 

2. Watch out for white space 
in your advertisements. If the 
agency boys leave any lying 
about, think hard of something to 
put in it. H A coat of arms would 


SOUTH EASTERN 


HEAD OFFICE: MAIDSTONE 
LONDON: 80 FLEET ST. 
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Short Cuts To Carey Street 
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look well, or that paragraph your 
uncle liked so much—the one 
about hygienic conditions. 

3. Insist on having a good 
choice of advertisements “sub- 
mitted” to you for each insertion 
—and get your typist to help you 
choose. If the agency's star copy- 
writers and visualisers are luke- 
warm about preparing six adver- 
tisements so that five can be 
turned down, try another agency. 
And then another. Keep trying 
until you find one staffed by hard- 
working hacks instead of tempera- 
mental sissies. 

4. Be broad-minded about 
copy-themes and angles of 
approach. After all, if it’s good 
to have one plank in your plat- 
form it must be twenty times 
better to have a score, however 
thin. Particularly if you distribute 
the weight and emphasis evenly 


so that the advertisements 
whisper everything and shout 
nothing. 


5. See that all your favourite 
papers get a good big share of the 
advertising. If 99 per cent of your 
prospects prefer quite a different 
list of papers, so much the worse 
for them. 

6. Keep a keen eye open for 
space bargains. If you try hard 
enough you can get into a hun- 
dred queer little publications for 
less than the cost of a Radio 
Times page. Indeed, you may 
even find a friendly magazine that 
will give a large and flattering 
write-up free, gratis and for 
nothing. All you pay for is the 
blocks. 

7. Keep remembering how rich 
the agency is getting at your ex- 
pense, and try to get some of the 
commission back. Suggest that 
art-work should be free. Ask 
them to pay half the advertising 
manager's salary, since he seems 
to spend half his time with them. 
They won't agree, but they'll 
know they aren't dealing with a 
sucker. 

8. Think big. Put readers in the 
big picture, with plenty of glitter- 
ing generalities, instead of pinning 
them down to specific facts. 

9. Take off the velvet glove and 
let the writers and artists taste 
that iron fist of yours at regular 
intervals. A good dose of rasping 
criticism may not do the adver- 
tisements any good, but it will 
surely save you from having a lot 
of fresh and original ideas to turn 

own. 
* > + 


WHEN ALL the tumult and the 
shopping had died and Christmas 
Eve was well and truly here, 
Harrods came out with a charm- 
ing Christmas card—an 8 in. 
double column, solus position, in 
the Sunday newspapers with an 
enchanting photograph of a girl 
with a Christmas tree. and a short 
but sweet mesrage of goodwill. 
The whole thing was so com- 
pletely unselfish, so utterly un- 
commercial in appearance, that in 


\ 4 
The Magic of Christmas 


- « « le mirrored im the twinkling fairy lights on 
the tree - is esbeed im the sound of happy children's 
laughter - is captured iw the joyful reunion of 
fam lies and friends 

May the age-old spirit of Christmas weave 
its spell of peace and goodwill over all our homes 
tus season. 


~~ — 


MARAODS LID LONDON Fv! 


“So completely unselfish, so 

utterly uncommercial in appear- 

ance that in hundreds of homes 

the spontaneous remark must 

have been: ‘Isn't that nice of 
Harrods!” 


hundreds of homes, as in my own 
household, the spontaneous re- 
mark must have been: “Well, 
isn’t that nice of Harrods!” 

Stubbornly and perhaps 
stupidly I still believe that one 
day we shall see a great many of 
the department stores spending a 
substantial part of their appro- 
priation on promoting the good- 
will of the stores as such instead 
of continually clamouring about 
bargains like cheapjacks at a fair. 
But the first store to do it—the 
first store to abandon the yard- 
stick of the next day’s takings and 
make a long-term operation of its 
advertising—is going to need tre- 
mendous courage. 

To a great extent, Austin Reed 
and Simpsons have for years been 
publishing the kind of advertising 
1 have in mind, and presumably 
they know by now that it pays 
dividends. But these are both 
men’s stores. Do women really 
think of nothing but bargains— 
and will they never learn that 
most of the so-called bargains are 
in fact not bargains in any nor- 
mal sense of the word? The 
stores say “Yes,” but I simply 
cannot believe they are right. 

. * * 


PRESUMABLY the makers of 
Wisdom toothbrushes know what 
they are doing, but this seems an 
appallingly heavy-handed way of 
announcing an increase in price. 
Indeed, one feels that only a client 
could have had the heart to write 
so very much about so little. And 
suspicion comes near to certainty 
when one finds a phrase like “as 
a result of this situation” instead 
of the short word “so.” But why? 
Why should an advertiser embark 
on such a portentous piece of 
tushery about an increase of price 
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Va ny 


in the world 


daily inch 


per thousand 


space rate 
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.. + from mighty 


to minute... 


from steamrollers to staplers, from tractors to 
typewriters, from bridges to buckets, and from cranes 


to carbon paper, the products of your clients are 
needed to the extent of 


£2,000,000,000 
in the municipal market every year. 


The only publication read by every buyer in this 
market is THE MUNICIPAL JOURNAL AND PUBLIC 
WORKS ENGINEER. Its appeal is to the WHOLE field— 
the borough engineer, surveyor and architect, the 
highways engineer, the medical officer of health, the 
sanitary inspector, the superintendents of parks and 
baths, the planner, and of course, the treasurer and 
the town clerk—whose approval of any contract is 
a very important matter. 


| 
Ff 
Published weekly (Friday) at 1s. 6d. the JOURNAL 
is a must in this market—and this market is a 
MUST in every appropriation. 


ARE YOUR CLIENTS FULLY 
INFORMED ABOUT THIS VAST 
POTENTIAL? 
BIGGEST AND MOST ENDUR- 


IT IS THE 


ING SINGLE MARKET IN 
GREAT BRITAIN— AND. . . 


Se cipatt JOURNAL and 
PUBLIC WORKS ENGINEER 


is its most progressive and influential advertising 
medium. Please address all space enquiries to the 
Advertisement Director, 3/4, Clements Inn, Strand, 
W.C.2. Telephone : Holborn 2827. 
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Review of Advertising— 


continued 


WORLD EVENTS 
and your 
natural bristle toothbrush 


Y all the best natural bristle for making 
of 


Fortunately this drastic step & not yet necessary —end we hops 
st never will be—but we are forced to uncrease our price to 2/9d. 
Wisdom Extra w British-made nylon, of course, still remains 
the same price — 1/1 1d. ( x than « brush of 
equal quality pre-war -- despite 334°, purchase ta). 


Wisdom 


The de luxe toothbrush in natural bristle and nylon 
MADE BY ADDIS LTD. OF HERTFORD 


“This seems an appallingly heavy- 
handed way of announcing an 
increase in price.” 


amounting, I believe, to only 3d.? 

Perhaps the answer is that 
somebody less jealous of his high 
reputation than Addis is using 
Calcutta bristle, “which quickly 
gets soggy and breaks down.” Or 
perhaps somebody is “adulterating 
the quality by mixing in inferior 
bristle.” But how is the public to 
discover this? And does the pub- 
lic care enough to read this long, 
sad story? 

My only strong conviction is 
that if this advertisement was 
meant to be a bang at a competi- 
tor it has turned out to be a 
singularly damp squib. For the 
sake of peace and quiet I hope 
nobody is foolish enough to at- 
tempt a reply. 


* * * 


HAVING SAID my say about the 
advertising of department stores, 
suddenly my eye was caught by 
this Army and Navy Stores an- 
nouncement. It is excellent in 
every way. The typography is 
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sheer joy, and the copy is a 
delightful example of how to 
convey a mass of information 
lightly without squandering 
words. 

The Army and Nav 
parative newcomer, I think, to the 
advertising pages, and its copy- 
writer will probably warm up to 
his work as he goes along. Al- 
ready in his copy I hear the faint 
note of an echoing voice, and if 
he can really recapture the high 


is a com- 


Thought 
Jor food 


Foie gree, reel turtic soup, fine cheeses from 
he Conunent Or pure Chine teas - 


BR] the good things awaiting you in our various 
food departments. You'll like shopping io 
them, they re light, spanous wonder 
fully stocked thet e walk round ls a voyage 
of discovery 

BOTTLED DELIGHTS 
Chinese stem gingern syrup, jamsand break 


apiarres . all sorts of delciou. spreads - salmon 
and cusumper, for instance all the tithits for 


(a6 on. 4/44) All these we have, but perbaps 
B] best of all, boned chickens bottled im sspic 
(enqugh for four people) for only 10/ 


CAKE FOR TEA! 


cupboard will need « sentry after « visit to 
our food departments 
Bl Plasse write for yw copy of ow Chrismas corclogue 


Arm y s Navy 
Stores 
EVERYTHING FOR EVERYOWE 


VICTORIA STREET Swa * VICTORIA tH+ 
5 munuics from Victoria Station 


“The copy is a delightful example 

of how to convey a mass of infor- 

mation lightly without squander- 
ing words.” 


spirits that Stuart Menzies put 
into his store advertising we are 
in for a treat. But it won't be 
easy to mingle the Menzies touch 
with the factual detail that a 
department store’s buyers so 
dearly cherish. Let's hold our 
thumbs and hope for the best. 


SILK COSMETIC 


Above: Helena Rubinstein’s 
silk powder, foundation and lip- 
stick are now sold in this trans- 
parent pack. 


Right: Six glasses have been 
added to the Jaffajuce cocktail 
shaker to make this presentation 
Set. 


AND SIX GLASSES 
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Half the battle of selling 


is to create the mood for buying— 


x HOUSE & GATOR es snes oe toc you adrertinenats boone 


PUBLISHED MONTHLY 
House & Garden is the most 
luxurious, practical magazine in 


the home-service field. 


House & Garden is edited 
for people of means, taste 


and discrimination. 


House & Garden sustains the 
buying mood by featuring 


seasonal merchandise, always 


maintaining the same high standard. 


April issue : main features 
fabrics, carpets, 
soft furnishings, 


equipment for house and garden. 


coe ve er os 


Also featured regularly 
food and wine, 


gardens, architecture, music. 


Advertisement rates : 
colour pages £135 ; black & white £80. 


House & Garden 


THE CONDE NAST PUBLICATIONS, 37, GOLDEN SQUARE, LONDON, W.1 
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RITISH house organ editors 

seem to be quite unaware 
that this country is facing two 
linked crises—in international 
affairs and in production. 


One searches in vain for any 
reference in editorials to the facts 
which are dominating our lives 
to-day. Leadership is completely 
lacking. Editors have buried 
their heads in the sands of social 
trivia; they don’t even want to 
see the nettle, much less grasp it. 

In only two journals do I find 
any awareness of a_ situation 
which demands immediate step- 
ping up of production, a problem 
to which house organs should be 
able to make a_ practical 
contribution. 

The quarterly journal of 
Oldham and Sen Ltd. the 
electrical engineers and battery 
makers, titled Power to Spare, 
started off its last issue with an 
article headed “The World Before 
Us.” This discussed the growth 
of bureaucracy. The second 
article was headed “The British 
People.” It is a study of the 
paradox of the British character, 
and its final paragraph reads: 

“The British will continue to 
amuse, exasperate, anger, dismay, 
disarm and surprise their friends 
and their enemies, but the main 
stream of their endeavour will 
continue, placid and enduring.” 

The Electrolux Magazine for 
November begins its editorial 
notes with this paragraph: 

“Nothing is more upsetting to 
business than an_ international 


Editors 


Must 


16 


Talk Increased Output 


crisis on the scale of that which 
has been with us since the public 
found that Korea was a country 
and not a table water. 

“The more taciturn British 
public has not reacted with the 
same semi-hysteria to be wit- 


nessed elsewhere, but they have, 
nevertheless, reacted.” 

The notes go on to discuss the 
effect of rearmament on retail 
trade, with particular reference 
to a possible increase in purchase 
tax, and concludes: 

“Stocks are even less of a 
liability. | Second, selling is going 
to mean something it has not 
meant for years.” 

. * * 

SoMeE AMERICAN editors, on the 
other hand, seem to be well aware 
that if the national standard of 
living is to be maintained and 


the rearmament programme also 
fulfilled, production must be 
increased—and the only people 
who can increase production are 
the people engaged in it, not the 
politicians. 


* * * 


Stet, Champion Paper's organ, 
reports that Token Crier, journal 
of Delaware Coach Co. and 
Southern Pennsylvania Bus Co., 
has tackled the problem in an 
open letter to Stalin. 

This asserts that, although the 

American people didn’t pay much 
attention to Stalin's birthday, 
they had changed their minds and 
were sending him a present—‘a 
great big pile of propaganda you 
can use against us anytime you 
want it, and it comes to you from 
millions of American people who 
claim to hate everything you 
stand for.” 
It declares that for years Joe 
has been saying U.S.A. is a 
nation of selfish people, while 
we've been saying we all pull 
together under democracy. 

“Then came Korea. Joe, 
you're right! The greatest natioi 


on earth can get panicky at the . 


thought of running out of 
Kleenex. coffee and nylon stock- 
ings. Joe, you're right! It’s 
every man for himself, and never 


Think And 


January 4, 1951 


mind if the neighbour doesn’t 
have any sugar so long as I have 
my hundred pounds in the cellar.” 

It is not suggested that British 
house organ editors should 
necessarily adopt the American 
technique of arousing their 
readers. What we should be 
doing is thinking, talking, living 
increased production. 


* * * 


A NEW publication is from 
Firth-Vickers Stainless Steels Ltd. 
It has the curious title of 
Enchiridion, which my dictionary 
tells me means handbook or 
manual. It isn’t really either. It 
is much more a catalogue. 

The cover design is also in- 
appropriate to a booklet dealing 
with steel. It has an all-over 
repetitive design in silver on red. 
Above centre is a white panel 
outlined in a cursive black 
border, diestamped, and in the 
panel the title is also diestamped 
in a letter reminiscent of the old 
decorated French characters, 


* * * 


THE 44-PaGE issue of Team- 
work, journal of the Nuffield 
Organisation, for November 
contains 151 pictures, only one 
being smaller than 34 in. by 
24 in., and most a great deal 
larger than that. Page size is 
11 in. x 84 in. The 28-page 
November number of Timken 
Times includes 65 pictures, and 
Vauxhall Motors’ Overseas 
Despatch packs 69 pictures into 
its 28 pages. Pretty good going! 
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National 


PAC K A G 


NATIONAL AND EMPIRE 


HALLS 


LONDON 


TUESDAY, JANUARY 30th to FRIDAY, FEBRUARY 9th, 1951 


Daily 10.30a.m. to 7.30 p.m. 
INTERNATIONAL IMPORTANCE OF PACKAGING 


A cordial invitation to visit this Exhibition is extended to everybody interested in Packaging. 

Efficient and attractive packaging has become an essential factor in the home and export markets. 

Over 150 of the leading firms in the Packaging Industry are displaying up-to-date machinery, 
economic production methods, modern printing and high-grade materials for every sphere of Packaging. 


Reduced admission for parties of 12 or more can be arranged 
by application to F. W. BRIDGES & SONS LTD., GRAND 
BUILDINGS, TRAFALGAR SQUARE, LONDON, W.C.2. 


IN COLLABORATION WITH THE 


INSTITUTE OF PACKAGING 


IN G 
EXHIBITION 


Including 
MOBILE DRUM FACTORY SECTION 


(Organised by Provincial Exhibitions Ltd., in association with F. W. Bridges & Sons Ltd.) 


OLYMPIA 
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A Water Engineer must keep up his reading—if only because ) 
he is concerned with legal, parliamentary and official reports. : 
He gets all these from “ Water and Water Engineering”, the . 

only journal devoted entirely to water engineering and ; 
kindred subjects. But additionally, this 50-years-established 

monthly carries all the technical and scientific news about 
his work. 
“Water and Water Engineering” is a must to all firms 
specialising in plant and equipment for the Water Engineer, 
but it is equally a highly profitable medium for advertising : 
campaigns for civil engineering plant and machinery, public t 
works contractors, reinforced concrete materials and plant, as . 
well as scientific apparatus, drawing and general office 
equipment etc. Specimen copy and rates on ‘application. 


THE COLLIERY GUARDIAN COMPANY LIMITED 


30-31 FURNIVAL STREET - HOLBORN - LONDON - E.C.4 
Publishers also of : COLLIERY GUARDIAN - GUIDE TO THE COALFIELDS - WATER ENGINEER'S HANDBOOK 
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Advertising Really Counts In Rhodesia 


**You cannot hope to sell in Rhodesia unless you are 

prepared to advertise,” says H. DESCHAMPSNEUFS, 

overseas manager, F. C. Pritchard, Wood & Partners 

Ltd., in his third article on media in Africa. The 

market is widespread, and therefore not so easy to 
cover ; but there is money everywhere. 


T present, both Northern 
Ax Southern Rhodesia 
are enjoying a period of 
great prosperity. In the North, 
thanks to the rising price of 
copper, there is a lot of money 
in what is called the Copper 
Belt, where the towns of Lusaka 
and ’Ndola are enjoying a minor 
boom. In the north of Southern 
Rhodesia, tobacco prices are 
high, so that Salisbury is pros- 
perous. Similarly, Bulawayo 
is flourishing on cattle. The 
industrial development of Que 
Que, where steel will be pro- 
duced by using the iron ore 
already there with coal from the 
Wankie fields, should greatly 
lessen Rhodesia’s dependence on 
her exports of raw materials and 
her imports of consumer goods. 
Only transport, both rail and 
road, presents any serious bar 
to industrial progress at present. 
There is money everywhere—to 
invest and to spend. Here, above 
all, the power of advertising is 
being felt. It is not the price of 
the goods, but their name and 
reputation which really counts, 
together with their quality. You 
cannot hope to sell in Rhodesia 
unless you are prepared to 
advertise. 

You can deal direct with the 
various media from this country, 
or you can deal with one of the 
two advertising agencies who are 
established out there. 

At the risk of offending my 


the daily Press, which divides up 
into two main sections. The area 
around Salisbury goes down to 
Que Que in the South, across to 
Umtali in the East (with some 
penetration into Portuguese East 
Africa), and then South to Fort 
Victoria. The Bulawayo area 
goes up to Que Que via Gwelo 
and then to the North East up to 
Victoria Falls by way of Wankie, 
and on to Lusaka and *Ndola in 
Northern Rhodesia. (See map, 
page 20.) 


Salisbury To Have 
A Daily 


In the Salisbury area there is 
the Rhodesia Herald, published 
five days a week, with a weekly 
edition on Fridays, and a Sunday 
edition which is known as the 
Sunday Mail. Very shortly the 
weekly edition is being abolished 


by far the widest circulation out- 
side Bulawayo itself, followed 
by the Sunday News and then 
the daily, which has most of its 
circulation in Bulawayo and the 
surrounding districts. It ts 
necessary to have seen the type of 
country and have travelled about 
it, to appreciate fully why these 
weekly editions do have such a 
high readership. 

The weekly newspaper, East 
Africa and Rhodesia, established 
over 26 years ago, has a broadly 
representative and _ influential 
readership, both for its ordinary 
and air editions. 

There is, in addition, the local 
Press, which is usually weekly, 
such as the Salisbury Advertiser. 
In addition, there is the twice- 
weekly Advertiser in Umtali, the 
weekly Gwelo Times, the Living- 
stone Mail, the Gatooma Mail, 
and the Que Que Review. Up in 
the Copper Belt, Lusaka has the 
Central African News Review, 
and *Ndola the Northern Rhode- 
sian Advertiser. 

It is also worth noting that 
the Johannesburg Star and Rand 
Daily Mail are flown daily to 
towns like Salisbury and 
Bulawayo, as also are the 


ee ea ae 
medium. 


* Much of the copy used in U.K. adver- 
tisements is suitable for Rhodesia, but care must 
be taken with illustrations. 


* The use of posters and display material 
is mainly confined to the big towns. Commercial 
radio gives good coverage. 


South African friends, may I 
suggest that in my opinion it is 
better for a British advertiser to 
deal direct with Rhodesia, either 
through a local agency, or with 
the London representatives of the 
papers. After ail, it is nearly 
500 miles from Salisbury to 
Bulawayo. So it does not seem 
to me that you can efficiently 
control Rhodesian advertising 
from the Union, unless the whole 
advertising is looked after in the 
Union, as in the case of a South 
African company. 


Separate Campaign 
For Union 


There is also the point that 
a campaign suitable for the 
Union is not necessarily right for 
Rhodesia, and taken all together, 
it would seem very much better, 
generally speaking, to keep the 
Union quite separate from the 
Rhodesias. 

The main advertising medium is 


and there will then be six daily 
issues, with an enlarged Sunday 
edition which, it is hoped, will 
reach a circulation of: some 
30,000. 

The weekly edition is read up 
country, where the daily cannot 
reach. Distances are too great 
and roads insufficiently developed 
to allow a daily to have any real 
national coverage. Air services, 
however, have increased to such 
an extent that even the daily 
edition’s coverage is surprisingly 
wide, while the new Sunday 
should get around extensively in 
a matter of hours. 

For the Bulawayo area you 
have the Bulawayo Chronicle, 
published; like the Herald, five 
days a week, with a weekly 
edition on Fridays and the 
Sunday News on Sundays. In 
this case, it seems unlikely that 
the weekly edition will be 
dropped. It is interesting to note 
that this weekly Friday issue has 


Johannesburg Sunday papers, 
such as the Sunday Express. 

On the magazine side there are 
several weeklies, such as the 
Rhodesian Farmer which is read 
principally by farmers out in the 
veldt. Then there is New 
Rhodesia, a technical farming 
paper called Good Husbandry, 
and the general news magazine 
Safari. 

Monthly periodicals include 
the Rhodesian Tobacco Journal, 
Building, The Commerce of 
Rhodesia, and the Rhodesian 
Recorder, which is a kind of trade 
review. ...These is also. the 
Rhodesian Monthly. Review. It 
is worth noticing that to’ some 
extent Union magazines, such as 
Outspan, Milady, and Spotlight, 
circulate in Rhodesia, while the 
South African edition of Readers’ 
Digest has a circulation in the 
Rhodesias of nearly 10,000. 

You will have noticed that all 
these papers are printed in 


..you have a 


English. To reach the African 
you should use an African paper, 
and the weekly Bantu Mirror is 
excellent. 

The mining industry boasts 
three monthly magazines: 
Rhodesian Mines and Industries, 
Rhodesian Mining Journal, and 
Rhodesian Mining Review. 

As regards copy, a great many 
U.K. advertisements are indeed 
suitable for Rhodesia, since the 
main Press is in the English 
language and appealing primarily 
to Europeans. 

You should, however, generally 
avoid showing people and scenes 
which are quite unknown out in 
Rhodesia. For example, there 
are no trams, but only buses, and 
they are not the familiar double- 
deck kind we know. People wear 
clothes more informally than we 
do. The roads are not macadam, 
except in the main towns. One 
could quote many examples of 
this kind, and while English 
scenes are very familiar and jn 
soMe cases most suitable, there 
are local conditions which can 
make the use of English adver- 
tising themes quite unsuitable. 
If you are in doubt on this point, 
the local advertising agency wifl 
check for you—or, alternatively, 
your own distributor or the news- 
paper people. It is, I suggest, 
always worthwhile making a 
check before the advertising 
appears. 

Outdoor advertising is not quite 
so developed. There are the 
usual poster sites in the larger 
towns, but outside there are few 
sites and not much provision for 
inspection, etc. On the railways 
there are posters in smaller sizes, 
which are more valuable for the ° 
African market, since the 
European tends to travel either 
by air or by car. 

The use of window display is 
mainly limited to the large towns, 
where there are shops which can 
use display material. In them 
all kinds of display can be used, 
but outside the towns, the goods 
themselves are on display and 
form the actual showcases, so 
that display material can seldom 

employed. 

There is no commercial radio ‘n 
Rhodesia, but you do have a con- 
siderable number of listeners to 
Lourenco Marques (Portuguese 
East Africa). This commercial 
radio station, situated in Beira, 
broadcasts on short waves, and 
claims a listenership of 25,000 
in the Rhodesias. It is, of course, 
designed primarily ‘to’ cover the 
Union_of. South Africa, but if 

v programme on it, 
there will undoubtedly be good 
coverage in Rhodesia. 

Springbok Radio—the com- 
mercial station in the Union, 
which at present operates only 
from Johannesburg—is not as 


(Continued on page 20) 
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The Publishers of Switzerland’s most influential newspaper 


Neue Siircher Seitung 


have pleasure in announcing that they have appointed as their 
exclusive advertising representatives for Great Britain, Ire- 
land, the United States and Canada 


THE JOSHUA B. POWERS ORGANIZATION 


Our connection with F. C. Urbach International Advertising, 
Ltd., has been concluded by mutual friendly agreement. 


The Neue Ziircher Zeitung, with its three editions each of 
which goes into 70 000 homes every day, is the most power- 
ful advertising medium in the country. It carries one of the 
greatest advertising linage of the Swiss newspapers because 
it is read by the wealthiest section of the population, by the 
people who set the buying pattern wherever high quality is 
appreciated. Its influence spreads beyond the frontiers of 
Switzerland and its foreign edition is read by discriminat- 
ing people abroad wherever the German language is under- 
stood. Our representatives will gladly furnish full particulars. 


Joshua B. Powers Ltd., 14, Cockspur Street, London, $.W. 1 
Tel.: WHltehall 3305/6 and 3366/7 


New York: 345, Madison Avenue, New York 17, N.Y. U.S.A. 
Tel.: Murray Hill 6-5830 
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E LOANS FOR 
HOTEL INDUSTRY 


£500,000 to be provided 
for in Budget 


The Cape Argus Cape Town, December 8th 1950 


To cover this market 
consult 


SOUTH AFRICAN JOURNALS LTD. 
40 NORFOLK STREET, LONDON, W.C.2 
Sunlight House, Quay Street, Manchester 3 


it, 2 Sa 


~, RTE <3 
AME and RESTAURANT SECTION 
Seo Page 
eo nmme Me0t Te oe a moe 


International 


Printing and Paper Fair 
Dusseldorf, Germany 


26th May to 10th June, 1951 


Machinery and Machine Parts 
Raw Materials and Subsidiary Products 
Graphite Products 
Paper and Pulp Processing 
Processed Graphite 


All information from 


Nordwestdeutsche Ausstellungs-Gesellschalt, 
Dusseldori 


Ehrenhof 4. Tel. 10301! 
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ADVERTISING REALLY COUNTS 


IN RHODESIA 


(Continued from page 18) 


well placed as 
» 3 a 
would seem that 
the listenership in 
Rhodesia is at 
present compara- 
tively small. 

There is, in addi- 
tion to the Press, a 
good deal of 
cinema advertising. 
Cinema slides have 
largely been re- 
placed by filmlets, 
lasting about one 
minute, and with 
sound. Full length 
advertising _ films 
are also shown, 
particularly up in 
the Copper Belt. 
Slides are _ still 
shown in the small 
village cinemas. 
There is no doubt 
that cinema adver- 
tising is especially 
important for those 
small places which 
cannot easily be 
reached by the 
Press. 


In conclusion, while it can be 
seen that there are good adver- 
tising facilities in the Rhodesias, 
One must realise that it is a 
widespread country — a_ rural 
rather than an urban one. Hence 
there are no real concentrations 
of population—and no means of 
saturating the market with adver- 
tising. On the other hand, the 


A_ widespread country, rural 
rather than urban, and with no 
real concentrations of population. 


market is a limited one for most 
products, so that on the whole 
the available media can do a very 
adequate job. Within these 
limits, the British advertiser can 
work to good advantage. 


FOCUS ON LIBERIA 


REPORT that Liberia, West 

African republic, has got 
its first magazine focuses atten- 
tion on this little publicised 
country, which is a sizeable 
importer of British goods and 
equipment. 

Liberia is situated on the coast 
adjoining the British colony of 
Sierra Leone. Its area is 43,000 
sq. miles, and its population 
about three millions. 


Strong Ties 
With America 


Founded by American negroes, 
the republic has strong ties with 
America. It uses U.S. currency 
and trade with America is greater 
than with any other country. 

Recent undertakings financed 
by the U.S.A. include a harbour 
at Monrovia, the capital, at a 
cost of $20 million; a new iron 
mine; and railway construction. 

Annual imports from all coun- 
tries, including Britain, total 


about $25 million. Recent im- 
ports from Britain include three 
new lighthouse equipments com- 
plete with engines and lamps, 
made by a Birmingham firm. The 
Liberian Shipping Co. has 
ordered a large iron ore carrier 
vessel from a British shipbuilding 
company. 

The country’s main exports are 
rubber, coffee, cocoa, piassava, 
palm oil, palm kernels, etc. 

The new magazine, a quarterly, 
is the Liberian Review; publica- 
tion started with the December 
issue. It is the first to deal 
solely with Liberian affairs in the 
104 years’ life of the republic. 

Liberian Review is being pub- 
lished in Accra, British West 
Africa, by Henry B. Cole, editor 
of the Accra Daily Echo and 
correspondent for various British 
and American papers, including 
the Manchester Guardian. He 
was formerly on the staff of the 
Bristol Evening Post and the 
Birmingham Gazette, and repre- 
sents the Associated Press in the 
Gold Coast. 
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ADVERTISER'S WEEKLY 


Brings NEWS of the shows 


FESTIVAL OF BRITAIN ISSUES — March and June, 1951 
BRITISH INDUSTRIES FAIR — Preview of the B.I.F. April 1951 
ISSUES — Review of the B.I.F. May 1951 


With the Festival of Britain and the largest’ British Industries Fair 
the attention of all buyers of British goods throughout the world 


will be focused on our industry and trade. These issues will contain Circulating to all leading wholesale and export 
buyers of men’s textiles and clothes through- 


a comprehensive survey of the men’s clothing and textile trade. An 
P y e out Great Britain and abroad. 


early application for advertisement space is strongly recommended. 


Yhe Lyttle th Ubolesale and — Hs We 


& CLOTHES 139/143 OXFORD STREET LONDON w.il 
TELEPHONE GERRARD 5776 (5 LINES) TELEGRAMS KAMSIN’ LONDON 
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ADVERTISER'S WEEKLY 
* 


THE MORNING NEWSPAPERS 
will take your advertising 
right into the 
SOUTH AFRICAN HOME 


* 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 
NATAL MERCURY 
SOUTH AFRICAN WOMEN’S WEEKLY 
RAND DAILY MAIL 
SUNDAY EXPRESS 


HOME JOURNAL OF 
THE SUNDAY EXPRESS 


SUNDAY TIMES 


* 


SOUTH AFRICAN MORNING NEWSPAPERS LTP 
24 Holborn, London, E.C.1 
Telephone: Holborn 4144 


i 


The popularity of Kodatrace, the original 
plastic tle. amongst artists, engravers, litho- 
graphers, photographers and printers for 
tracings, overlays, colour separation, silk 

screen and reverse negatives etc., is, con- 

vincing, proof of its versatility and ideal 
qualities. Now, however, due to steady 
advances in modern plastics technology, 
vatious improvements have been incorporated 

and Kodatrace is better than ever. Its dimen- 

sional stability is higher. It has a much finer 
surface. It accepts ink, pencil, paint or crayon 
with greater facility and tenacity. Its trans- 
parency is as high as ever. Kodatrace is 
now also available in rolls 30° wide. 


A KODAK 
PROOUCT 


THE ORIGINAL PLASTIC FILM 


Supplied in 30° & 40° widths in rolls 
of 20 yerds and half rolls of 10 yards. 


Sole Distributors: WC. SEM Craven House, 121, Kingsway, London, W.C.2. HOL. 6086 
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' 
EXPORT MARKLTING 


ADVERTISER’S WEEKLY is 
to present a new 
monthly feature contributed 
by the British Export Trade 
Advertising Corporation. 
Among reports received 
by BETAC from its asso- 
ciates overseas are many 
concerned with advertising 
events and economic trends 
which are of particular 
interest to exporters and 
their advertising agents. 
Each month a _ selection 
from these will be published. 


EUROPE 


Italy. The Italian Federation 
of Newspaper Editors have issued 
a statement stressing the very 
serious crisis arising from the 
shortage of newsprint and its 27 
per cent increase in cost. 

It has submitted to the Govern- 
ment and Parliament, as a matter 
of urgency, proposals for a ban 
on newsprint exports, the repeal 
of customs duties on newsprint 
and a Government subsidy to 
lower its cost. 

The increase in the price of 
newsprint has led to advances in 
advertising rates, as follows: 

La Stampa, Turin.—The cost 
of commercial advertising in 
this journal has increased by 
50 lire, and the rate is now 300 
lire per mm. 

Corriere della Sera, Milan.— 
As from November 19 rates of 
commercial advertising have 
been raised from 400 to 450 
lire per mm, 

Domenica del _ Corriere, 
Milan.—This important family 
magazine, whose circulation is 
at present over 900,000 copies, 
has raised its advertising rates 
to 750 lise oor sum. 


Belgium. An important indus- 
try fair will take place at Namur 
from July 7-22, and will feature 
modern developments in agricul- 
tural implements. Information 
from 45 rue Muzet, St. Servais- 
Namur, Belgium. 

The Belgian Minister of 
Colonies has just published a 300- 
page guide on customs procedure 
for the Belgian Congo It can 
be obtained from the Belgian 
Ministry of Colonies, Place 
Royale, Brussels. 

(Publicontrol §.A.) 
* * * 


France. The coming into force 
of the European Payments Union 
means that the French market 
opens its doors wider to British 
consumer goods. 

One of the recent additions to 
the list of permitted imports into 
France is British cigarettes. 
Craven A and Players are now 


on sale in Paris and the provinces. 
* * * 


France Soir, Paris daily, tops 


re er greene lee 
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the circulation list with an audited 
figure of 683,531 copies. 
(Publicis S.A., Paris.) 
*~ *~ - 

Germany. Repeal of all restric- 
tions on the Press early in 1949 
has caused an unprecedented 
boom in the number and circula- 
tion of German newspapers. 
There are at present in Western 
Germany 1,332 dailies with an 
aggregate circulation of 
14,655,145, and 1,994 magazines 
or trade journals with a total 


* circulation of 58,407,600. Accord- 


ing to UNESCO, the present sales 
of daily newspapers in Germany 
are at the rate of 394 per 
thousand of the population, as 
against 570 in Britain. 

This boom, however, appears to 
have reached its climax. In the 
past few months, no new publ'- 
cations have come out, and it 
is to be expected that the number 
and circulation of those existing 
may well be reduced. In Berlin, 
the paper situation has become so 
critical that newsprint reserves 
have shrunk to two days’ supply. 

No fewer than 21 major fairs 
and exhibitions are announced for 
1951, of which the most impor- 
tant will be the Autumn fair at 
Frankfurt. 

Overseas visitors to German 
{ndustrial Fairs enjoy a reduction 
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jThe well-known H.M.V. er, 
previously published in English 
and French, is now also- printed 
in Arabic for use in appropriate 
territories overseas. 


of 334 per cent on the price of 

railway tickets. 

(Carl Gabler GmbH., Munich.) 
* * * 


Switzerland. A general rise in 
advertising rates is to be expected 
in the near future, owing to the 
inflation in printers’ salaries and 
in the price of paper. 

Among International Fairs, one 
of the most important for British 
exporters is the Geneva Motor 
Show, which will take place from 
March 8-18, and at which all 


(Continued on page 24) 
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The kind of person 


who furnishes 
at Heal’s... 


Wives of architects, doctors, designers or business men or just 


people with taste who realise the economy of buying good things and the 


joy of living with them—they are’ the people who read SX 


The Listener. That’s why Heal’s advertise in The - ; SS, 
Listener. That’s why, if you are selling products 
which appeal to this market, you should 

advertise in The Listener, with its 


specialised circulation of 150,000. 


...1s the kind of 


person who reads— 


The Listener 


Member of the Audit Bureau of Circulations 


All enquiries to: 
Advertisement Department, B.B.C. Publications, Broadcasting House, Portland Place, London, W.1 


Gordon & Gotch Advertising Lid. 
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plain 
vans for < 
preference? 


If you are not one of those firms whose delivery men 
drive about in nameless vans, then what we are about 
to suggest will appeal to you. 

The idea is ‘signature’ papers. We design and print 
for you a special box paper, with your name and address 
or your trading device; symbols that by skilful designing 


provide visual appeal and convert otherwise vacant 


y space into powerful 
4 advertising media. 
The cost is reasonable, and 
subsequent printings work out 
at no more than stock ranges, because 
the cost of the blocks is covered 
in the initial order. 


SANDERSON 


make 


Signature papers 


§2/53 BERNERS STREET, LONDON, W.1 
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leading makes of British cars will 
be represented, ; 

The purely Swiss Trade Fairs 
at Basle (April 7-17), Lausanne 
(September 8-23), and Lugano 
(September 29-October 14) and 
Olma (October 11-21), though 
exhibiting exclusively Swiss-made 
products, are visited by a large 
number of British buyers. 

* . ~ 

There is a marked increase in 
the quantity of cars imported 
into Switzerland which, during 
the first ten months of the year, 
numbered 28.174 as against 
23,448 for the corresponding part 
of 1949. However, it is notable 
that a large number of cheaper 
cars have been imported, so that 
the total value of imported cars 
has only risen from 143,250,000 
to 148,750,000 Swiss francs, 
which means that the average 
price per vehicle has fallen from 
6,121 to 5.313 Swiss francs. 

(Publicitas, Lausanne.) 
* * * 


Egypt. Advertising rates for 
the leading journals have recently 
been increased: 

Al Misri from £1 5s. 8d. to 
£1 10s. per s.c. inch as from 
October 1, 1950. 

Al Mussawa from £1 12s. 6d. 
to £1 15s. and 

Al Itnein from £1 10s. to 
£1 12s. 6d. both from 
November 1, 1950. 


NORTH AMERICA 


U.S.A. Uncertainty is the 
business keynote of the moment. 
No one knows at this time just 
how far the U.S. will be com- 
mitted to a war or defence 
programme .. . or to just what 
extent price, wage, rationing, raw 
materials and manufacturing 
controls will be imposed upon 
the economy. 

Best guess, barring genuine all- 
out war, is that early °51 will see 
25 to 35 per cent cut-back in 
much civilian production, some- 
what increasing unemployment, 
followed by gradual and later 
swiftly accelerating defence 
production. 

7: 7. * 

It looks as though most U:S. 
advertising and sales promotion 
budgets will either remain the 
same or be increased for ‘51. 
Advertisers seem pretty generally 
sold on the idea of maintaining 
sales and infovnation contacts 
with customers and prospects. 

+ * ~ 

Consumer price index now 
stands at about 176 and tops 
previous peaks reached in 1948. 

* * * 


Retail sales, chiefly in durable 
goods, showed signs of slightly 
declining this autumn. Consu- 
mers, however, have shown a 
tendency to react sharply to news 
reports. Any indicated shortages 
cause an immediate buying spree. 

. * * 
Practically all U.S. magazine 


and trade paper publication space 
rates have been increased within 
the past 24 months, many within 
the past year. Circulations, how- 
ever, are also substantially up in 
most cases so that advertising 
space is actually one of the best 
buys to-day. 

Advertising production costs 
naturally reflect higher prices all 
along the line with improved 
techniques and methods again, at 
least partially, offsetting higher 
prices. 

* * * 

Listing of British merchandise 
in practically all department and 
speciality store Christmas cata- 
logues, British and other imported 
merchandise in stores and the 
very considerable number of 
British cars now normally seen 


on U.S. highways definitely 
reflect our recent trade efforts. 
* * oe 


Likely imports to U.S. fall into 
two broad categories: 

(1) “Standard,” staple import 
items such as woollens, textiles, 
leather goods, ceramics, etc., sold 
on their particular appeal to 
the luxury trade. 

(2) Products such as auto- 
mobiles, machinery, office 
equipment and industrial 
specialities, sold in competition 
with similar U.S. products. 

This latter class of imports 
seems to require a long-range 
sales promotion effort sustained 
in the U.S. market. We do not 
think British firms can depend 
on regular import-export houses 
(who are essentially wholesalers) 
to do this job. In most cases 
active sales offices, adequate 
stocks and the promotion cam- 
paign must match the efforts of 
U.S. competitors. 

(Edward W. Robotham & Co.) 


SOUTH AMERICA 


Brazil. As a result of the 
breakdown of one of the genera- 
tors at Klabin’s paper mills, 
Brazil's paper supplies, which 
were never plentiful, became 
desperately short during Novem- 
ber and many newspapers were 
forced to introduce what were, 
by Brazilian standards, drastic 
cuts in the number of pages. 
One paper was reduced to eight 
pages and another, the Jornal de 
Sao Paulo, which had been set 
up during the election campaign 
to support Adhemar de Barros, 
the Governor of Sao Paulo, and 
his candidates, was obliged to 
close down, since its quota of 
paper became virtually negligible. 

* * 

On December 4 the Sao Paulo 
Art Museum and the Associacao 
Paulista de Propaganda (Associ- 
ation of Propaganda of Sao Paul) 
opened their first national pub- 
licity exhibition in the building 
belonging to the largest group of 
Brazilian newspapers, the Diarios 
Associados. 

(Orion Publicidade Ltd.) 
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Sixty Years 


This year “Cycling” celebrates its sixtieth anniversary — 
an historic occasion which will be marked by the issue 
of a memorable Diamond Jubilee Number. The progress 
and achievements of this great outdoor pastime and of 
the British Cycle Industry will be the theme of this 
Outstanding issue. 
The advertisement pages — many of them in colour — 
| will present an exceptional opportunity for reaching the 
\ largest readership of any cycling journal. Advertisers 
\ are reminded that Press Date is January 17th. 
“Cycling” is the oldest and foremost weekly cycling 
journal of the world. 


TEMPLE PRESS LIMITED 


BSOWLING GREEN LANE. LONDON, E.C.1. TERMINUS tote 


fi 


THE MOTOR 7 THE COMMERCIAL MOTOR CYCLING F PLASTICS ? THE OVERSEAS ENGINEER 
THE AEROPLANE ° THE MOTOR SHIP THE LIGHT CAR ° THE MOTOR BOAT AND YACHTING 
LIGHT METALS . FARM MECHANIZATION as MOTOR CYCLING : THE OIL ENGINE AND GAS TURBINE 
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Midland Bank 
Services 


for you 


The services of a great modern 
bank can be helpful in many of the 
daily affairs of life, and the simple 
way in which an account may be 
opened is described in a booklet 
bearing the above title, which you 
can obtain at any of the 2,100 
branches which the Bank has 
established throughout England 
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How India Is Tackling 
Newsprint Shortage 


IHOUGH proprietors have 

not yet imposed any restric- 
tions on advertisement space 
sizes, the newsprint crisis in 
India is a serious matter. 

In search of a solution, the 
Forest Research Institute are con- 
ducting investigations into the 
possibility of producing paper 
pulp from indigenous trees. 

Some time back, newsprint 
made from the paper mulberry 
(Broussonetia papyrifera) was 
given a full-scale printing trial on 
a high-speed rotary in New Delhi. 
A limited issue of a _ special 
edition was run off, and as a 
result of this experiment the paper 
mulberry was proved to be a 
promising raw material for the 
production of mechanical pulp 
for the manufacture of newsprint. 
Since then, however, progress on 
its development has been slow. 

The shortage will now un- 
doubtedly force the pace and 
there is little doubt that more 
detailed experiments and investi- 
gations will have to be made. 

This mulberry tree is a fast 
growing species and attains pulp 
wood size (13 in. to 16 in. girth) 
in seven to 10 years, as opposed 
to the 60 to 70 years required by 
spruce and fir. 

The latter trees, despite heavy 
wartime fellings, are plentiful ia 
the foot hills of the Himalayas. 
Unfortunately the pulp is re- 
quired at the ports many hun- 


dreds of miles away—and rivers 
are not as accommodating in 
India as they &re in Canada and 
Norway. Bamboo based paper 
is too brittle for high speed work, 
though experiments in this and 
other directions continue. 

Many of the initial experiments 
were carried out by Nepa Mills— 
the newsprint project—which is 
now being completely reorgan- 
ised. The State Government of 
Madhya Pradesh have taken the 
unusual step of assuming financial 
responsibility for the project and 
have granted a loan of Rs.40 
lakhs (£300,000), to enable Nepa 
to meet expenditure on certain 
foreign machinery commitments. 
It is hoped ultimately to produce 
roughly one-third of India’s news- 
print requirements indigenously. 

Experience in the U.K. has 
shown the dangers of being en- 
tirely dependent upon outside 
sources of supplies of pulp. 


INDIAN PRESS YEAR 


BOOK 

The 1950 edition of the Indian 
Press Year Book, publication of 
which was unavoidably delayed, 
contains a review of the technical 
advances made in U.S.A. and 
Britain and of the new equipment 
acquired by Indian papers during 
the year, 

Advertising media in India, 
Pakistan, Ceylon and Burma are 
listed. 


February 9-18. 
INTERNATIONAL TECHNICAL Fair, 
Copenhagen. 
February 11-18. 
AGRICULTURAL MACHINERY, 
February 22—March 18. 
Home = — wr Paris. 
INTERNATIONAL ™ AGRICULTURAL 
MACHINERY, Paris. 
ebruary 


4. 
German INpDusTRies Fair (ight), 
ver. 
March 2-11. 
INTERNATIONAL (COMMERCIAL) 
Far, Copenhagen. 


Sram, Fam, Lei 
PRING Farr, Pig. 
March 
—— Moror, Geneva. 


CANADIAN een. SPORTMEN’S 
Suow, saree 
March 11-1 
SPrRine _* Frankfurt. 
March 11-17. 
INTERNATIONAL ae Expo- 
stT10N, Houston, Texas 


Sprino Farr, Vienna. 

Rovat Easter Suow, Sydney. 

INTERNATIONAL Farr, Lyons. 
Apri 3-12. 

Roya i INDUSTRIES 

Sprino Fam, Utrecht. 

=< Moror Salton, 
April 741 

bones’ Inpustaigs Fam, Basle. 


April 12-29. 
INTERNATIONAL SAMPLES FAIR, 
Milan. 


Overseas Exhibition Diary 


1— 6. 

ey 6 om AY Fair, Brussels. 
April 21—May 8. 

INTERNATIONAL Fair, Liege. 
April 28—May 14. 
INTERNATIONAL Farr, Paris. 
April 28—May 2, 

INTERNATIONAL TEXTILE, Lille. 


29—May 8. 
German INDUSTRIES Fair (heavy), 
mover. 


S—September 30. 
9TH TRIENNALE (MODERN Decor- 
ative & INDUSTRIAL ART), Milan. 
May 10-25. 
¥ Ls ee Samptes Fam, 
ja 
15-31. 
.< Sea gem. Bergen. 
a=. Ee, Fam, Prague. 
26 —June 
INTERNATIONAL PRINTING AND 
Parer Fair, idorf. 
May 28— 8. 
CANADIAN INTERNATIONAL TRADE 
Ling Toronto. 


INTERNATIONAL BAKERY EXHIBI- 
Lang 9 Lugano 


INTERNATIONAL Foop EXPOSITION. 
ook 
- —~_yeueeemes Far, 
ua 


10-3. 

INTERNATIONAL SAMPLES Fair, 
June 10.25. 

INTERNATIONAL Fair, Bordeaux. 


INTERNATIONAL COMMERCIAL Far, 
Lille. 
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COMMERCIAL BROADCASTING OVERSEAS 
THE VOICE THAT SELLS 


HERE are to-day few 
I British advertisers who can 
afford to ignore sponsored 
radio. ‘The voice that sells” 
is heard throughout the world. 
In every one of the English- 
speaking Dominions, in most 
of the important Colonies, 
throughout South America, in 
many parts of Europe and, 
needless to say, throughout the 
United States of America, radio 
is an advertising force of proven 
and powerful weight. 
Unfortunately for many years 
) the British advertiser has been at 
'a distinct disadvantage in com- 
parison to his American competi- 
‘tor who, in his own domestic 
_ market, has in nearly every case 
' a long history of experiment and 
_ success in this medium. An indi- 
cation of this disadvantage lies in 


Miss Margaret Wong, 10,000th 

subscriber to the Rediffusion ser- 

vice in Hong Kong, broadcasts 
from her local studio. 


the fact that, with the notable 
exception of a few such firms as 
Unilever, the British advertiser is 
nearly always last off the mark in 
securing peak and valuable air 
time on the sponsored broadcast- 
ing systems of countries overseas, 


Local Agents’ 
Foresight 


In the past, even where the 
British advertiser was on the air, 
it had usually been due to the 
foresight and enterprise of the 
local agent and manager who had 
had to fight against the lack of 
knowledge in his own head office 
of the importance of radio. 

To-day the scene is changing. 
and British advertisers are increas- 
ingly realising that radio is a 
force that cannot be ignored. 

Attention has recently been 
focused on the post-war develop- 
ment of Radio Luxembourg, and 
such advertisers as Lever 
Brothers, Colgate Palmolive, 
Thomas Hedley & Co., Horlicks, 


OMMERCIAL broadcasting has its impor- 

tant place in many advertising campaigns, 
particularly those directed to overseas markets. 
In this article, HARRY ALAN TOWERS deals 
with some of the outlets available to British 
radio advertisers, and describes the develop- 
ment of the medium since the war. 


Carters, and a number of other 
important accounts have renewed 
their association with Continental 
sponsored programmes. The 
editorial publicity accorded io 
such personalities as the “Much 
Binding In The Marsh” team, 
Donald Peers, Gracie Fields and 
Stewart Macpherson, in their 
switch to commercial broadcast- 
ing, has had a definite effect on 
listenership to Luxembourg. 


Building Up 
The Audience 


on the entire A.B.C. circuit, plus 
poster an 
ing of the 
grammes, has helped to consoli- 


The copie of screen publicity 


point of sale advertis- 
Station and pro- 
date this increase in audience. 
Even the efforts of the B.B.C, to 
build up a competitive pro- 
gramme to Luxembourg are, in 
themselves, proving to be not en- 
tirely a disadvantage to the spon- 
sored programmes. The effort 
of the B.B.C. has served to focus 
attention on the whole matter and 
experience has proved in the past 
and is continuing to prove that, 
by developing competitive pro- 
gramming, the B.B.C. is inducing 
more listeners to stay by their 
radio sets at a certain time of the 
day, and thus actually increasing 
the potential total from which the 
Luxembourg percentage is drawn. 

Parallel with this domestic 
development has been the start 
of the new Springbok commer- 
cial service in South Africa, plus 
the commencement during the 
past twelve months of official 
commercial broadcasting systems 
in a number of the Colonies. 

In many cases this advent of 
sponsored broadcasting as a force 
that cannot be denied has found 
advertising agencies lacking in 
personnel who really understand 
the medium. 

Those agencies who have devel- 
oped radio departments have been 
able to take advantage of their 
ability to give the right answers 
on radio to their clients. 

However, there is no substi- 
tute for experience in this, above 


all, media, and that is why any 
large British organisation doing 
business in territories where radio 
ranks high among available media 
is wise if it learns how radio can 
best be used to suit its purpose 
before it finds itself in the posi- 
tion that a competitor, and often 
an American competitor, has got 
there first and taken the best in 
air time and programmes that are 
available. 

In the overseas field the local 
man must, in the end, make the 
decision whether a programme is 
acceptable or not to the public to 
whom he has to sell the goods, 
but intelligent encouragement and 
occasional direction from London 
can do a great deal toward giving 
the local man the confidence to 
use a medium that he knows can 
do and is doing a job. 


Experience Must 
Be Gained 


If that encouragement and 
direction is backed up by experi- 
ence in the domestic field, then 
the advertiser is doubly strong 
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in the knowledge that his advice 
and encouragement is based on a 
working knowledge of radio. 
“The voice that sells’ can 
cajole, instruct or demand. It is 
a voice that cannot be ignored, 
but the tones in which it speaks, 
and the effect of the message 
which it gives can only be 
properly directed and exploited 
by the advertiser or agency who 


@ “To-day British adver- 
tisers are increasingly 
realising that radio is a 
force that cannot be 
ignored.” 

@ “Those agencies who 
have developed radio de- 
partments have been able 
to give their clients the 
right answers.” 


has taken the trouble to study the 
subject, as complex and yet as 
fascinating as anything in the field 
of advertising. 


Unilever Show 


For Colonies 

A series of half-hour drama 
programmes produced for Towers 
of London Ltd. by Les Mitchel 
of Hollywood, in London, and 
featuring such stars as Michael 
Redgrave, Clive Brook, Ginger 
Rogers and Basil Rathbone, have 
been sold to Lintas for Unilever 
Organisation sponsorship in the 
Stations operated by Overseas 
Rediffusion in Bermuda, Bar- 
bados, Jamaica and Trinidad. 


In 1949 services were opened by Overseas Rediffusion Ltd. in Hong 
Kong, Singapore and Kuala Lumpur. Each station provides two pro- 


grammes which include relays as well as sponsored items. 


Here is 


Rediffusion House, Hong Kong. 
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Sieo.! Offiges Standen Read, Southfields, London, 8.W.x8 Telephone: PUTaey 723 (20 ltees) 
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AN 


the requisite experience and qualifica- 
tions an unusual opportunity arises. The 
appointment calls for a man capable of 
taking a leading part in the affairs of an 
office where most critical standards are 
applied. The reward will te suitable to 
the importance of the appointment. 


ADDRESS, in confidence, The Chairman, 
Box 9931 Advertiser’s Weekly, 180 Fleet Street, 
E.C.4. The senior members of the advertiser's 
staff are aware of this advertisement. 


ADVERTISING AGENCY, 
well established, and of good repute, 
seeks the services of a man who has 
reached directorial level. 


For one with 


ADVERTISING 
AGENTS & 
PRINT 


KEEN PRICES 


LONG RUNS A SPECIALITY 
Prompt delivery by own road transport 


WOKINGHAM 
& BRACKNELL 
TIMES 


(PRINTING DEPARTMENT) 


A country printing works (26 ° 
miles London), fully equipped 
with modern fast-running 
crown folio automatic presses, 
is now able to deal with addi- 
tional London jobbing work. 


QUALITY WORKMANSHIP 


READING ROAD 
WOKINGHAM 
BERKSHIRE 


PHONE: 
WOKINGHAM 389 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.!! 
Tel. Nos. Battersea 5300 & 4886 


COLOURED ENLARGEMENTS 


up to 80 sq. ft. in one piece 


| ANTOTYPE: srt cours 
| 


The Autotype Cn Led., Brownlow Rd. 
London. W.13 "Phone: EALing 269) 


w 


Commercial Broadcasting Overseas 


JANUARY 4, 1951 


Advertisers’ Programmes — No. 1 


THESE CORDS HAVE A 
WONDERFUL PULL 


Artistes are to the radio medium what headline and illus- 
tration are to the Press advertisement. They must attract 
and hold the attention of the public so that the advertising 


message may be put over. 


Choosing an artiste for their 


—and then 


getting the man or woman of their choice — is therefore, a 
tricky job for sponsors and their agents. 
Here is the story of a happy choice which is resulting in 


a fruitful partnership. 


O advertise their Tide 

and Dreft detergents from 

Radio Luxembourg, 
Thomas Hedley & Co. Ltd. 
have acquired a social phenom- 
enon. His name is Donald 
Peers, and he has a following 
which is at once large, fanatical 
and faithful. 


It is impossible—at present, at 

any rate—to say how many 
packets of detergent the Peers 
vocal cords have sold _ for 
Hedieys; but there is no doubt 
about the goodwill they are build- 
ing. . 
Tost before the series of Donald 
Peers shows was due to start last 
September, a small spot an- 
nouncement of the fact was made 
over the station. In the course of 
this announcement, listeners were 
told where to apply for tickets if 
they wanted to witness the making 
of a recording. 

A response of two or three 
thousand was expected. In fact, 
applications for ten thousand 
seats were received (and are still 
being waded through). 

And, though their seats are 
assured, ticket holders start to 
queue at midday for a show that 
starts at 7.30 p.m. 

Listenership to the Donald 
Peers show has grown to such an 
extent that the B.B.C. have taken 
the unprecedented Step of putting 
up. one of their top singing stars, 
Lester Ferguson, to compete on 
the same day and at the same 
time, 


What Is 
The Secret? 


How ‘to explain the secret of 
this fantastically successful 
singer? What is the magic that 
enabled him to place at the dis- 
posal of Hedleys a vast fund -f 
goodwill built up steadily during 
20 years in show business? 

A pleasant baritone voice. 
popular songs sung with punch 
and rhythm, a friendly, cheerful 
personality—all these are essen- 
tial constituents of success in 
Peers’s medium; but they do not 
explain why his name on the bills 
causes teenagers and _ their 
mothers (and many of their 
fathers) to storm stage doors from 
Land’s End to John 0° Groats in 


quest of a souvenir—be it auto- 
graph or coat button—of the great 
man. 

The answer seems to be sin- 
cerity. The microphone relays no 
sound so faithfully as that of the 
tongue meeting the cheek; and 
your popular entertainer must 
believe—temporarily, at any rate 
—in the material he is delivering 
over the air. If he does not, he 
will not remain popular. 


An Asset 
To His Sponsors 


Peers’s sincerity comes througa 
the loudspeaker in big chunks, 
and so does his liking for his 
fellow men. Which is why he is 
such an asset to his sponsors. 

The Hedley programmes are 
recorded on tape and edited by 
Dan Ingman, chief of the radio 
department of Young & Rubicam 
Ltd., Hedleys’ agents, who also 
supply cosy for the “commer- 
cials.” The star’s accompani- 
ments are played by Peter Yorke 
and his well-known broadcasting 
orchestra. 

Much of the responsibility for 
the musical arrangements, choice 
of songs, and so on rests on 
Ernest Ponticelli, Peers’s accom- 
panist and right-hand man since 
1937. An elaborate cross index, 
copies of which are held by Peers, 
Ingman and Ponticelli, ensures 
that no song is repeated, without 
good reason, too soon after its 
previous performance. 

Hedleys obviously believe that 
as a supplement to their Press, 
outdoor and other campaigns, this 
radio series is doing a good job. 

Small wonder, with those cords 
to do the pulling. 


New Sponsors For 
Two Shows 


Sponsored by Aspro Ltd.. 
“Much Binding in the Marsh” 
starts transmission this month 
over Station 2UW in Sydney and 
associate stations throughout 
Australia. 

The Gracie Fields show, with 
Bernard Braden, the Keynotes 
and Billy Ternent and his 
orchestra. has been sold by 
Towers of London (Canada) Ltd. 
to McCormick's Ltd., Canadian 
biscuit: manufacturers. 
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Planned 
SALES PROMOTION 


The Astral Arts Group of Associate Companies offer a 
complete service for the design and production of 
modern Sales Promotion matcrial. 


ci 


THE ASTRAL ARTS GROUP LTD 


Centralised planning, visualising and copy writing together with over 50 
leading designers and artists are at your service for creating selling publicity. 


A complete blockmaking, paper and print service ensures co-ordination 
between design and production. 


MERCURY DISPLAYS LTD 


Works: Harrow and Wandsworth. Display and Exhibition, Design and Construction. 


ATLAS PHOTOGRAPHY LTD 


Studios: Highgate. Monochrome and Colour Photography. 


ANVIL PRESS LTD 


Editorial and Publishing for Technical and Prestige Brochures. 


S.Y.A.P. 


(Associate Paris Company) Continental Art, Display and Publicity. 
* 


If our Organisation can assist you, please contact Group Director, W. Warner. 


THE ASTRAL ARTS GROUP LTD 
245 VAUXHALL BRIDGE ROAD, LONDON, S.W.1 
VICTORIA 5303 (6 LINES) 
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Mainly Personal— 


By CONTACT 


ALTHOUGH Major G. 
Harrison has relinquished the 
managing directorship of 
London Press Exchange, it is 
g00d to know that he has no 
intention of retiring from the 
position of chairman, or of 
severing his connection with an 
organisation of which he has 
been a member for thirty years, 
managing director for twenty, 
and chairman for ten. 

When he joined, in 1920, 
L.P.E. were still at 15, Strand. 
The following year, they moved 
to their present address in St. 
Martin’s Lane, occupying only 
half of the third floor! Now, 
with a staff of 660, they have 
three buildings in St. Martin's 
Lane, not to mention the offices 
of the various subsidiary com- 
panies that deal with such 
specialised work as overseas 
market research, finance, print- 
ing, typesetting, billposting, tech- 
nical advertising and films. 

The fact that he is giving up 
the managing directorship to 
younger men ought, in theory, to 
allow him a little more leisure to 
pursue his hobby of gardening 
at his Dorking home. But he 


rather doubts it. So do I. Men 
ike Major Harrison are not 
prone to take things easy. 

The new joint managing direc- 
tors have both been with L.P.E. 
for a good many years. Reginald 
Charles Sykes bears a name that 
means much in the history of the 
firm and in advertising generally. 
When L.P.E. was founded in 
1892, his father, Reginald James 
Sykes, was secretary, becoming 
managing director, within a few 
years. Sykes, senior, was presi- 
dent of the Institute of Incorpo- 
rated Practitioners in Advertis- 
ing for several years. 

Reginald Charles (usually 
called “Jim” or “James” to com- 
plicate matters) thus claims 
that he was “literally born into 
advertising.” His earliest 
memories include watching the 
Lord Mayor's show from the 
Strand office. He has two 
brothers: Richard Laurence, also 
a director of L.P.E., and Anthony 
Edward, a director of Outdoor 
Publicity. 

Ernest Ingham, now L.P.E.’s 
other joint managing director, 
joined in 1926 at the time of the 
amalgamation with the Charles 


Hobspn Agency, on whose 


trong... 


Pressure proofed by patented process | 


and tested at every stage. 


Only proven 


leads go into Venus Drawing Pencils 


MOOTH... 


A patented collordal 
all grit and 


process removes 
impurities—they must 


be smooth 


CCURATIE... 


Accurate through and chrough—graded 
and tested by experts, Venus Drawing 
Pencils make the right mark every cime 


THE PENCIL WITH 
THE CRACKLE FINISH 


Perfect PENCILS 


THE VENUS PENCIL CO. LIMITED 


LOWER CLAPTON ROAD. LONDON. £5 


staff he had served for several 
years. He was appointed a direc- 
tor of Publicity Arts Ltd. in 
1930, when the Fanfare Press 
was taken over from L.P.E., and 
held the office of managing 
director from 1931 until 1945, 
when he was made vice chair- 
man of the company. _Ing- 
ham joined the Board of L.P.E. 
in 1940 and became deputy 
managing director in 1946. He 
is also vice chairman of Techni- 
cal and General Advertising 
Agency Ltd. 


7 

THE CONFERENCE Youth 
Scheme is in a special sense 
Sinclair Wood's “baby.” He first 
thought of it; and it is with real 
feeling that he speaks of the tre- 
mendous importance, both to ad- 
vertising and to international 
understanding generally, of get- 
ting numbers of young people 
from many countries to come and 
indulge in frank discussion with 
their counterparts here. As he 
points out, such an interchange of 
ideas does not bear fruit next 
week, but its long-term signific- 
ance Is very great. 

No one can say that Sinclair 
Wood is not pulling his weight as 
far as the 
Con ference 
is concerned. 
A member 
of the coun- 
cil and exec- 
utive com- 
mittee of the 
Advertising 
A ssociation, 
he is on the 
Con ference 
Organising 
council, 
executive 
com mittee, 
and _ pro- 
gramme 
committee, as well as being chair- 
man of the Youth Scheme com- 


mittee. 
. = 

FARMER, journalist, business 
man, and man of affairs, Richard 
Walker Haddon, C.B.E., has re- 
ceived a well deserved knighthood 
in the New Year's Honours List. 
He is chairman, managing direc- 
tor and managing editor of the 
century old Farmer and Stock- 
Breeder, and has served both 
journalism and agriculture for 
more than thirty years. Since 
1939 he has been chairman, 
under three Ministers, of the 
Ministry of Agriculture’s publi- 
city advisory committee, now 
busy with “Plough For Plenty”; 
and from 1940-46 was chairman 
of the Red Cross Agricultural 
Fund, which raised about 8} 
million pounds. 

Haddon’s many business acti- 
vities include the deputy chair- 
manship of Iliffe Press. He is 
Senior Warden of the Farmers’ 
Company (now awaiting _ its 
Livery). At Boveney, near 
Windsor, he farms 500 acres, 
where he has an attested dairy 


herd. 

a 2 * 
IN MARCH of the year just gone 
I remarked on the strange fact 
that newspapers had rarely or 
never been represented on the 


Sinclair Wood 
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Court of Common Council of the 
City of London, and wished 
Harold Fish luck in its impend- 
ing election. 
My wish was 
not answered 
immediately, 
but it has 
» been now, 
with his elec- 
tion as re- 
p resentative 
of the Ward 
of Farring- 
don Without. 
This will 
please a lot 
of people, 
but none 
more _ than 
those who 
were fortunate enough to be pre- 
sent at the Fleet Street Column 
Club’s superbly stage-managed 
Christmas luncheon. Harold's 
organising ability is evidenced 
not merely on behalf of the Club. 
of which he is director and social 
secretary (his wife, Gwen Palmer. 
being manager) but also in the 
many promotion ideas that he has 
put over for the Daily Telegraph. 
notably the amateur-professiona! 
golf tournament. 


* * * 


36-YEAR-OLD John’ Neville 
Osmond-Jones, who has gone to 
the Burroughs Adding Machine 
Co. as publicity manager, has 
“been around,” especially since 
the war. As account executive 
with General Advertising Agency 
(a subsidiary of British-American 
Tobacco Co.) in Calcutta, he 
handled the accounts for the 
Indian companies of British- 
American Tobacco, LC.1., Burma- 
Shell, and Boots. When Grant 
Advertising took over General 
Advertising, he became Bombay 
branch manager, afterwards going 
as senior account executive to 
Grant’s Cape Town office. 

Before the war he had adver- 
tising and sales managership ex- 
perience with pharmaceutical 
manufacturing companies. His 
war service was in France, the 
Middle East, and the Western 
Desert. Wounded in 1943, he 
receives a permanent disability 
pension. 

Osmond-Jones’s interests are 
mainly literary and dramatic. He 
writes short stories and has acted. 
as an amateur, in England, Cal- 
cutta, and Cape Town. Before 
the war, also, he used to race ta 
Rileys at Donnington. 


WEEKS WISECRACK 


Harold Fish 


“First the Coronation Stone 
disappears from _ the 
Abbey, and now some- 
one’s pinched the lump 
sugar out of my desk”. 
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ADVERTISER'S WEEKLY 


Are you making your 
own stand for the B.I.P. ? 


. . Or are you contemplating a home-made Festival of Britain 


display? 


Frankly, we're pretty certain you are not — but we are well 
aware that our clients (meaning you) have a specialised know- 


ledge of their own products. 


That's why we at Art Display 


believe in close co-operation between you and us. 

We have the top flight creative designers who aim at individuality 
and at giving your exhibition stands and displays that extra touch 
of class you've always wanted them to possess 
we still like you to pass on your ideas, your pet theories and 
your dreams — because it helps us to cut out the costly trial- 
That's how we can always give you the utmost 


and-error time. 


value for money — both in sales-results and prestige. 
touch with us now. 


things over. 


Let an Art Display m 


wasdeoase but 


Get in 
an call and talk 


Art Display Service Ltd 


: 149, LUPUS STREET, LONDON, S.W.|I 
& Telephone : VICTORIA 9791 
: Netion-widesericefer Ecrisi 81", Chapel St., Ancoats 21-23, Lower Loveday St. 
e tion Stands: Silaceen Print MANCHESTER, |} BIRMINGHAM, 19 
Hee Diao: “See SAS GO NOTTINGHAM 
\ 
| Tell the people of 
County Durham about “Otay, ; 
4 Y*hso, 
your goods in_ the 
newspapers they read “Gurdon Crocker 
P | 
every day 
P LET THE 


SUNDERLAND ECHO 
and 
NORTHERN DAILY MAIL 


PROVE THEIR PULLING POWER 
IN YOUR 1951 CAMPAIGN ... 
... THE NORTH-EAST WILL RESPOND 


LONDON OFFICE: 85 FLEET STREET, E.C.4. Telephone CENtral 2845 
Members of the Audit Bureau of Circulations since 1932 


2 Wrights Ln., Kensington High St., W.8. 


Gordon Crocker Ltd., 
Western 2336 
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ADVERTISER’S WEEKLY 


READERSHIP 


GOODWILL 


FOSTERED a] 


METALLURGIA 


THE BRITISH 


BY AUTHORITATIVE 


JOURNAL OF 


METALS 


EDITORIAL 


Oilers greater value to advertiser and agent 


THE KENNEDY PRESS LTD., 
LONDON OFFICE: 


31 KING STREET WEST, MANCHESTER 3 
21 BEDFORD STREET, 


LONDON, W.C2 


a 


ae 


If you wish to approach poultry owners of 
every description — use 


"Douay Reaping 


THE BEST MEDIUM FOR REACHING THE ENTIRE INDUSTRY 


Published Weekly 
MAKE A NOTE OF IT NOW! 


2 BREAMS BUILDINGS, E.C.4. 


"Phone: HOLborn 5708 


prea 


or 


Serving — and 
Stimulating — the 
Public Interest 
‘TENDON BILLPOSTING COMPANY. 


H. E, ORME LTD. 


the firm. 
| oF 


| Berlin. 
* 


| account 


| Lyric, 


104 HIGH ST., CROYDON 
\. 


r 
“for Greater London &Surrey Campaigns” J 


Crovdon 


Times 


SERIES 


Tel. Croydon 3434 
y, 


aoe 


|} curious 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 


REGINA STUDIOS (SIGNS & SomLANs) id 
27, BOSTON ROAD. HANWELL Ww 


fal 9808 


ee 505 


NOW —s COLOURS 
IN FLUORESCENT PAINT 


AS BRIGHT AS EVER SEEN 
Showcards, posters, bus-panels 
MODERN PUBLICITY SERVICE 
39 WEST HILL, WANDSWORTH, S.W.18 
Phone VANdyke 6667 
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NEWS ABOUT PEOPLE 


(Continued from page 8) 


D. Rolland, display manager, 
women’s shoe department, Beale- 
sons of Bournemouth, has been 
appointed publicity manager of 


* * 

E. E. Lucking, advertising, pub- 
licity and display manager, 
Liberty & Co., Ltd., has suc- 
ceeded L. J. H. Pryer of Bentalls 
Ltd. as national chairman of the 
British Dis- 
play Asso- 
ciation, Mr 
Lucking has 
been with 
Liberty's 44 
years, during 
which period 
their win- 
dows have 
become an 
example of 
the best in 
London shop 
display. 

Before . 
joining Liberty’s, Mr. Lucking 
acquired a wide experience of 
display work with D. H. Evans, 
the Army and Navy Stores 
and—before the war—with the 
Rivoli Gift Shop, Knightsbridge, 
a branch of Albert Rosenwain of 


* * 
Pearson, senior 
executive,, Voice & 
Vision Ltd. since 1948, will be 
leaving the firm on January 15 t& 
handle the promotion and publi- 
city of Russell & Bromley Ltd., 


Michael 


the multiple shoe firm. 
| AFTER BUSINESS 
| HOURS 


‘Point of Departure’ 


(Duke of York's) 

This play by Jean Anouilh, 
now appearing in the West End 
after a successful run at The 
Hammersmith, has a 
fascination. With a 
French boy and girl—strolling 
player and little actress—in the 
name parts, it is a modern ver- 
sion of the Orpheus and Eurydice 
legend, staged in the refreshment 
room of a provincial station and 
a sordid bedroom in a Marseilles 
hotel. Exquisitely sensitive acting 
by Dirk Bogarde and Mai Zitter- 
ling distinguish what is certainly 
one of the best plays now to be 
seen in London. It enthrals not 
because of any quality of the 
plot, because the tragic climax js 
inevitable, but because of ‘ts 
daringly imaginative conception 
and the artistry with which jt ‘s 
produced.—C.D.R. 

They Built Their 
Own Ballroom 
Over 150 employees attended 
the annual staff party of Barretts. 

Manchester standfitters. 

A ballroom about 60 ft. by 30 
ft. was built inside one of the 
workshops, complete with a par- 
quet dance floor, band platform, 


alcove for bar and concealed 
lighting. 


lan Purvis has taken over the 
Press and P.R. interests of the 
Quaglino group of restaurants. 
Purvis, who was a motion picture 
correspondent in Hollywood 
from 1938-40, served during the 
war years on the staff of Rhine 
Army public relations. He was 
at one time an account execu- 
tive with Voice and Vision. 

* . * 

The Army Cadet Force Medal 
and first clasp has been conferred 
on Major Harold H. Lowe, 
quartermaster and Press officer, 
Ist (Notts) Cadet Bn. Sherwood 
Foresters. He is chief repre- 
sentative, Nottingham Journal 
and Evening News. 


OBITUARY 
Joel Marks 


Mr. Joel Marks, joint manag- 
ing director with Mr. Harry 
Adley, of Younger Publicity 
Service Ltd., died last Friday, 
aged 62. He had been ill about 
a month, and was at his home 
in Brighton convalescing when 
he suffered a_ relapse. Mr. 
Marks had spent practically all 
his working life in the advertising 
film business. In 1925 he and 
Mr. Adley, his brother-in-law, 
founded Younger Publicity 
Service Ltd., to develop the then 
new technique of budget advertis- 
ing films. The two men started 
with a few cinemas, most of 
them in South Wales, a beginning 
which has now grown into a 
nation-wide network of nearly 
1,200. 

An active Freemason, Mr. 
Marks was Past Master of the 
Royal Crown Lodge, a member 
of the Royal Crown Chapter and 
of several Lodges. 


J. B. Dunlop 


The death is reported in Edijn- 
burgh of Mr. James Buchanan 
Dunlop, for many years L.N.E.R. 
advertising manager in Scotland. 
He was well known to advertisers 
and agents throughout Scotland. 
He had been retired for some 
years. 


John Hawkins 


Mr. John Hawkins, lettering 
artist and designer, has died aged 
43. He was with Chelsea Studios 
Ltd.. from 1928-44, and with 
Colman, Prentis & Varley Ltd. 
during 1945-46. Since then he 
has been freelancing. 


David Roy Memorial 

saia Service’ 

Representatives of the national 
Press, leading trade papers and 
book publishers were present at 
a memorial service to Mr. David 
Roy, former manager of W. H. 
Smith & Son’s newspaper depart- 
ment, at St. Martin-in-the-Fields. 
on Tuesday. The service was con- 
ducted by the Rev. L. M 
Charles-Edwards, 
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CURRENT ADVERTISING 


1951 Festival Launches First Home Ads: 
Derricks Take Over Sobell Radio 


Home advertising for the 1951 
Festival of Britain started this 
week with one I1 in. triple :n 
the Sunday Dispatch. Under the 
heading “1951 is Festival Year,” 
copy explains the meaning of the 
Festival, that Britain will be on 
show to the world. It concludes: 
“Putting the whole country on 
show for the first time is a big 
job; but all of us together can 
show that Britain is still some- 
thing well worth seeing—and that 
we still know how to enjoy our- 
selves!” 

This theme will continue 
through January and February in 
national dailies and Sundays. 
After that more specific copy will 
be used. Posters are also to 
appear. Agents are London 
Press Exchange Ltd. 


ACCOUNTS MOVING 


Sobell Industries Ltd., makers 
of radio and television sets, have 
appointed Paul E. Derrick Ad- 
vertising Agency Ltd. to handle 
their advertising. Spaces have 
been booked for a campaign in 
national dailies and _ general 
interest magazines to appear 
during February and March. 
This account was relinquished by 
Charles F. Higham Ltd 

To Downtons Ltd.: 
Perfumery Co., 
turers of soaps, 
toilet goods. 

To Gee Advertising Ltd., 
Leeds office: Advertising and 
publicity for Bridlington. 

To Phillips Advertising Ltd.: 
Harden Tool & Gauge Co., Ltd., 
manufacturers of lightweight 
cycle hubs. 

To White Advertising, Birming- 
ham: Dawson Boys Ltd., men’s 
outfitters. Provincial Press and 
posters in sales areas. 

To D. H. Brocklesby Ltd.: 
Heddon Smith group of com- 
panies (Heddon Smith & Co., 
Ltd.. Heddon Smith Overseas 
Ltd.. Heddesco Ltd.. and Swiss 
Industrial Abrasives Ltd.). 


NEW ACCOUNTS 


To Downtons Ltd.: The Insti- 
tute of Contemnorary Art, 
founded to encourage collabora- 
tion between various arts and to 
promote by means of exhibitions, 
discussions, etc., the best modern 
and experimental work on a non- 
commercial basis and to estab- 
lish a centre where artists of all 
kinds can meet. The campaign 
will consist chiefly of posters. 
but some Press ads. will be used. 

© T. B, Browne Ltd. Criterion 
Restaurant in Piccadilly Circus. 
W.1. Campaign in selected news- 
Papers and journals announcing 
banqueting facilities 


NEW CAMPAIGNS 


For Biro ball-point pens manu- 
factured by Miles-Martin Pen 
Co., Ltd., in Men Only, London 


Dubarry 
Led., manufac- 
perfumes and 


Opinion, Lilliput, Wide World, 
Readers’ Digest and Eagle. The 
campaign will feature the history 
of writing from the earliest carv- 
ings on cave walls. There will 
be eight different ads., and the 
campaign is expected to continue 
to the end of the year. Insertions 
in Education, illustrated by a re- 
print of one of the magazine ads. 
will offer teachers pulls of the 
advertisements for use in schools. 
Agents: C. J. Lytle (Advertising) 
Ltd. 

For Windsmoor fashions, 
beginning mid-February and 
covering the first part of the 
year. Advertising will include 
half-pages and 8 in. doubles in 
the Daily Express and Evening 
Standard, 11 in. triples in the 
Daily Mail, 8 in. doubles in the 
Sunday Express, 54 in. doubles 
in The Observer, and a special 
double-page spread in Vogue. 
The West-End sites occupied by 
Windsmoor will have new 
designs, Agents: Greenly’s Ltd. 

For Bev, Lyons’ coffee and 
chicory essence, 11 in. triples, 
8 in. doubles and full pages in 
national dailies, women’s maga- 
zines, and general interest 
periodicals. Agents: Robert Free- 
man Co, Ltd. 

For Aquella water-proofing 
medium for porous masonry, in 
nationals, provincials, trade Press 
and colonial journals. Agents: 
White Advertising, Birmingham. 
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Amid the snow and frost, adver- 
tising for summer holidays has 
started. This is the first shot in 
the Thos. Cook campaign which 
offers a free booklet. 


For Rosecroft Fashions half- 
size garments, in trade Press. 
Agents: Dudley Turner & Vin- 
cent Ltd. 

For Farrows’ canned fruits and 
vegetables, to introduce a new 
series of labels, full colour inser- 
tions in general interest maga- 
zines. Agents: W. Hob- 
son Ltd., Amersham. 

For Prescoits, Irish dyers and 
cleaners, “Meet Me At Prescotts,” 
Radio Eireann sponsored pro- 
gramme, supported by scheme in 
national dailies, Dublin evenings 
and periodical Press, and cinema 
campaign.—For Irish Department 
of Posts and Telegraphs “Post 
Early” campaign.—For Ham- 
mond Lane Foundry (cinema 
scheme). Agents: O’Keeffe’s Ad- 
vertising Service Ltd., Dublin. 


8. African Chemists 
Warned About Ads. 


The Pharmaceutical Journal 
reports that chemists in South 
Africa have received a notice 
from the South African Pharmacy 
Board warning them to exercise 
the greatest care in drafting ad- 
vertisements. 

The Board says that if it re- 
ceives further complaints of con- 
traventions of the rules by adver- 
tising professional services in an 
unethical manner, chemists found 
guilty will not merely be 
cautioned, as hitherto, but penal- 
ties involving suspension or 
erasure will be considered. 


Judged Tri Triplex 
Competition 


Mr. A. D. McLean, chairman 
of Dorland Advertising Ltd., 
judged a design competition 
recently for the cover top strip of 
the Triplex Safety Glass 
Company's news bulletin. First 
prize was awarded to Mr. W. 
Fellows of the laboratory and 
research department at the 
company’s King’s Norton works. 


Standard Rete And 
Bate Service 


In the advertisement for Stan- 
dard Rate and Data Service, in 
our Supplement “The American 
Market” last week, it should have 
been stated that the English sales 
representative of S.R.D.S. is Mr. 
R. Aynsley-Cooper, Villa Road 
Post Office, Box 136, London, 
S.W.9. 


E. Griffith Hughes Ltd. state 
that they have iaken over the 
production and goodwill of cer- 
tain products (including Shavex) | 
of Shavex-Zee-Kol Co., Ltd., but 
ewe not taken over the firm 
itself. 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 


10 PERCY STREET * LONDON * WI 


EXHIBITION STANDS 
DISPLAYS 
LETTERING 

POSTERS 
SHOWCARDS 
SERVICING 
AND STORAGE 


MERCURY 


DISPLAYS LTD. 


BRIDGE ROAD 
VICTORIA - S.W.1 + TEL. VIC 0912-3 


million volumes 
New and secondhand Books 
on every subject 
119-125 Charing Cross Road, W.C.2 


Gerrard 5660 (16 lines) 
Open 9-6 (ine. Sats.) 
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ADVERTISER'S WEEKLY 


We Hear— 


THAT Auger & Turner Ltd. are 
to be represented in the U.S. by 
Turner, Leach & Co. Inc., of New 
York. And 

* ” * 
THAT Hugh Auger will be 
meeting Hawley Turner, presi- 
dent of the American agency, 
during a visit to the States this 
spring. 

* * * 
THAT owing to the tremendous 
response received for the forth- 
coming Festival of Wine, it has 
been decided to hold it at the 
Royal Albert Hall for two weeks 
in July, instead of the Royal 
Horticultural Hall. 

+ ca 


THAT plans are being made for 
the publication of a new Yiddish 
language daily paper to take the 
place of the Jewish Times, which 
ceased publication in November. 
One of the paper's four pages 
will be printed in English. 

* * * 


THAT Liverpool! Post-War Re- 
development Committee has ap- 
proved a scheme to erect large 
display poster panels round the 
Lime Street and Ranelagh Street 
blitzed site from the Palais de 
Luxe to Great Charlotte Street. 


THAT to mark his thirtieth year 
as publicity manager of Wolsey 
Hall (Diploma Correspondence 
College Ltd), E. Kingsley 
Belsten, who is alsc a founder 
and vice-president of the Adver- 
tising Club of Oxford, has been 
presented by the directors of the 
Cogs wie a television set. 
* 


THAT a new pack for Tide has 
been launched in the U.S. It has 
a horizontal panel across the 
“bull’s eye” reading: “A dazzling 
clean wash with or without rins- 
ing.” 
. * 
THAT nearly one hundred and 
thirty members of the staff of 
Dudley Turner & Vincent Ltd. 
and their friends attended a Christ- 
mas party at Frascati’s recently. 
Stanley Vincent presided. 
* * & 


THAT if every reader of Radio 

Times saved his copy each week 

for salvage, nearly 30,000 tons of 

paper a year would be recovered. 
* * * 


THAT no fewer than 46 adver- 
tisers conveyed their Christmas 
greetings on a full composite 
page in the Irish News of Decem- 
ber 23 


The Picld covers 


the 


country * ws 


Advertisements with “ country” appeal thrive in 


“The Field.” 


They go before a very receptive 


audience, because every reader of ‘“‘ The Field” 
is deeply interested in the rural affairs end 


pursuits covered by this country newspaper. 


It is a wide and growing readership, too; 
‘* The Field” goes to all parts of the country and its circulation 


has increased by 100% since the war. 


most profitable place in which to deliver your 


“The Field” is the 
message. 


; THE FIELD 


The Countr i Neu spaper 


ADVERTISEMENT MANAGER: A. NELSON ALLEN, 


8 Stratton Street. London, W.| 


Telephone : Grosvenor 3592 


MEMBER OF THE A.B.C. 


At the Christmas staff party of Morgan & Swan Ltd., left to right: 


H. G. 
E. G. Evans (studio director). 


E. Morgan (managing director), L. Swan (art director) and 
Over 300 staff and their guests attended. 


This happy end-of-the-year lunch was organised for the staff of Nevin 
D. Hirst (Advertising) Ltd., Leeds, at Powolnys restaurant. 


THAT the French Ironmongers’ 
Federation has decided to run a 
collective publicity drive spear- 
headed by posters. 

~ - * 
THAT the Goblin Electrical 
Appliances calendar this year is 
again illustrated with a reproduc- 
tion of an oil painting by F. 
Danton Adams, the firm’s adver- 
tising manager. 

* * 
THAT Plastotype Ltd. sent sea- 
sonal greetings to clients and 
friends in the form of a handy 
square ach area, table. 


- 
THAT Harrow Billposting Co. 
have had a letter published in 
the Harrow Observer answering 
a correspondent’s criticisms of 
untidy poster sites in the district 
and offering a guinea if the writer 
ever discovered their new hoard- 
ing site in such a condition. 
* * * 


THAT an article by F. Murray 
Milne, public relations officer, 
Wholesale Textile Association, 
on how the wholesaler could help 
the small textile retailer, appeared 
in a recent issue of Furniture 
Record. 

* * * 
THAT correspondents of Beacon, 
monthly magazine of the North 
Western Division, British Electri- 
city Authority, met at a three- 
day conference at Blackpool. 

* * * 


THAT a recommendation that 
Windsor hot baths should be ad- 
vertised as “luxury hot baths” 
was defeated at a meeting cof 
Windsor Town Council after a 
lengthy discussion on the mean- 
ing of the word “luxury.” 


THAT three hundred employees 
of the A. C. Nielsen Co., Ltd., 
had an enjoyable Christmas party 
at Oxford. Guest of honour was 
F. A. S. Gwatkin (London office) 
who was received by Dr. Edward 
L. Lloyd, chairman and manag- 
ing director. 


ADVERTISING 
DIARY 


turday, January 6. 
PUBLICITY CLup_ OF 
children’s party. Astoria 
wary 


Leeps 


Pusticity CLUB OF 
Women's Advertising 
“Youth and Advertising.” 
6 p.m 

BristTOL AND WEST PuBLIcITY 
Cius. Dr. W. Stoyle on “Publicity 
and Printing Inks." Grand Hotel, 
6.30 p.m 

Tuesday, J 9. 

British ASSOCIATION OF INDUS- 
TRIAL Eprrors (London and South 
East branch) Ronald Amos on 

‘Industry and the Festival of 
_ tain." Town Planning Centre, 

W.C.2. 12.30 p.m 

Pusticity C.ius OF 
junior section J 
“Process Engraving.” 
ved y, January 

MANCHESTER 


LONDON. 
Club on 
Waldorf, 


NEWCASTLE 
illipson on 


10. 

Pua ity Associa- 
TION luncheon. Speaker: Dr. Mark 
Abrams. Engineers Club 

INCORPORATED ADVERTISING 
MANAGERS’ ASSOCIATION and INCOR- 
PORATED SALES MANAGERS’ ASSOCIA- 
TION members Debate. Waldorf 
Hotel 6.30 pm 


January 11. 
BRADFORD PUBLICITY ASSOCIATION. 
d. Assn. on 
“International Advertising Confer- 
ence, 1951.” 
Friday, January 1 
Pusuicrry cove OF | SHEFFIELD. 
F. K ardiner on Editor 
Looks at Grand 
Hotel. 12.45 p.m 
IVERPOOL AND 
LiciTy 


Advertising.” 


District Pus- 
Association, L. V. Desbrow 
Outlook for 1951.” 


muary 16. 
BIRMINGHAM PusBLicITy Assocta- 
TION civic luncheon. Queens Hotel. 
12.30 p.m 
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Many Press Tributes To 
U.K. Marketing Survey 


In the two weeks since its 
publication the new edition of 
Marketing Survey of the United 
Kingdom (Business Publications, 
£5 5s.) has been reviewed in six 
national dailies and weeklies and 
thirty-nine provincial news- 


Few specialised publications 
have been so generously received 
in recent years. 

As ADVERTISER'S WEEKLY goes 
to press, cuttings are still reach- 
ing this office at the rate of five or 
six a day, including the first re- 
views in the trade and technical 
Press. 

These are extracts from re- 
views: 

“Increasingly, business is com- 
ing to appreciate the value of 
economic and social data in 
tackling its marketing problems. 
The number of houses under con- 
struction in a town, the number 
of retail] outlets, average rateable 


Two exclusive editorial fea- 
tures of Marketing Survey of 
the United Kingdom are 
likely to prove of particular 
value to marketing research 
specialists—(1) The latest tele- 
phone figures for each largest 
market—a feature in which 
the Post Office co-operated; 
(2) An original M.S.U.K. re- 
search into industrial employ- 
ment based on the Standard 
Industrial Classification. 


values and the ratio of male to 
female inhabitants are a few of 
the details which, by careful 
assessment can be made to yield 
a significant grading of opportu- 
nities”... 

“Naturally enough, different 
criteria are often sought for 
specialised products. Bathchairs 
and baby carriages, for example, 
obviously go with widely con- 
trasting age groups .. . The Index 
of Income Levels given in this 
Survey does, however, provide a 
market thermometer of fairly 
general applicability.”"—Financial 
Times. 

“The 1951 edition more than 
maintains the deservedly high 
reputation of this survey. An in- 
genious statistical technique has 
been used to estimate for each 
of the 145 largest U.K towns the 
comparative proportions of fami- 
lies with incomes of £7 10s. Od. a 
week or more. It contains also 
a useful analysis of post-war 
changes in the main marketing 
areas.”"—The Economist. 

“Poverty, as one could still find 
it in a place like Merthyr Tydfil 
in the ‘thirties, is now almost ex- 
tinct. Take the town of St. 
Helens which, according to the 
latest Marketing Survey of the 
U.K. has now become the symbol 
of British poverty. At the other 
end of the scale stands Bourne- 


mouth (or Hove). The difference 
is still great, but the picture one 
gathers from the statistics to-day 
is not of ‘misery’ in St. Helens; 
it is of a poor but not hungry 
society that has a surplus to 
spend on pools and tobacco and 
can take its annual holiday.”— 
New Statesman and Nation. 

“One of the editor’s objects is 
to get behind the super-cautious 
State surveys and provide facts 
and figures about cost of living, 
population trends and tips for 
business men_ seeking new 
markets.”"—Daily Graphic. 

“Reading, to judge by the new 
edition of this survey, is a town 
of civil servants and grocers. This 
is one of the impressions gained 
from the numerous facts and 
figures in this publication. The 
survey also includes a progress 
and plans survey for the 12 satel- 
lite towns.”—Reading Standard. 

“Once again you have been 
classified and given a number. 
Your new category if you live in 
Newcastle (Northumberland) is 
103. This time the statistician’s 
work is rather comforting. For 
103 means that in the scale of 
meme f yours is three ‘points’ 

etter off than the average British 

community. The figure is given 
in a scientific probe of the coun- 
try’s prosperity.” — Newcastle 
Evening Chronicle. 

“Accompanying a sheaf of 
statistics, amazing in their range, 
is this comment: ‘This industrial 
area (Middlesbrough) has a 
steadier trade than pre-war, with 
chemicals and steel in demand, 
but it is rather vulnerable to 
changes in demand in other parts 
of the country.’ "—North Eastern 
Weekly News. 

“While Leicester is still re- 
garded as a very prosperous city 
—latest information is that 
Britain’s most prosperous towns 
are Bournemouth and Hove. 

“These statistics, taken from 
the Survey, in addition to fulfill- 
ing its specific purpose lift the lid 
off the city. They tell how our 
working population is distributed 
throughout the principal jindus- 
tries, how many are in the pro- 
fessional occupations, and some 
interesting figures which are 
taken into account as standard of 
living factors.”"—Leicester Even- 
ing Mail. 

“Guildford and Woking are 
two of the most prosperous towns 
and consequently two of the best 
markets in the United Kingdom. 
Significant proof of this is con- 
tained in the new edition of the 
Marketing Survey of the U.K.”— 
Surrey Advertiser and County 
Times. 

“This volume gives a wealth of 
Statistical detail for all the large 
population centres in the U.K. 
and is a guide to both present 
positions and general trends. 

“Coventry's income level index 
is made the subject of special 
reference."—Coventry Evening 
Telegraph. 
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Official Contractors to all principal exhibitions 
220/226 Bishopsgate, London, E.C.2, Tel. BiShopsgate 485! 
Piggott also supply : Street Decorations, Flags, Flagstaffs, Tents and Marques 
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Narionat Aovertisine Benevorent Society 


WORLD FILM PREMIERE 
ODEON THEATRE, LEICESTER SQUARE 


(By kind permission of J. Arthur Rank Organisation) 
15th MARCH 1951 


Terence Rattigan’s 


“THE BROWNING VERSION” 


Directed by Anthony Asquith 


Space can be booked in the 


SOUVENIR 
PROGRAMME 


on application to The Director of Advertising 
Associated Newspapers Limited 
Northcliffe House, E.C.4. (Central 6000) 
CMO re = 


ALL PROCEEDS FROM FILM PREMIERE AND FROM SOUVENIR PROGRAMMES 
ARE TO BE GIVEN TO W.AB.S. 
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ADVERTISER'S WEEKLY 


We specialise in the 
Price Lists, Catalogues, 


SILK SCREEN ARTS L™® 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 31476 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP BY EXPRESS 
CRAFTSMANSHIP DELIVERY 


consutus For DAY-GLO _uc.39 


Leaflets, High-class Colour Half-tone Work, etc. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.i8 
Telephone : BUCkhurst 1252 


38 
| PUBLICATIONS NEWS AND 


PRINTING | 


AT ITS 


BEST 


quality production of 
Brochures, Advertising 


THORNTONS for 


@ EXHIBITION STANDS 
@ PORTABLE DISPLAYS 
SINGLE OR QUANTITY 
DESIGNING and/or 
CONTRACTING 


THORNTONS’ (BIRMINGHAM) 
COMMON LANE - KENILWORTH 
Phone :- BrrminGHam STecurorp 4235 


Phone: BER 1065————_—_—__—_ 


Trade Typesetting 
Manstype end 0 and Handwork 
Specialists in p1 in proving for 
Photo-Litho sie ll 


Delivery and Collection 
in Central London 


ADVANCE TYPOGRAPHERS 
LTD. 

Marigold Street, Jamaica Road 

— S.E.16 


Quality 


Screen pried 


| LONDON TEL: TRA. 4277 


hemps i 


DIRECTORY 


READY This “right up to the 
REFERENCE minute” Directory is in- 
Lawyers 


dispensable in any Adver- 
Accountants 
now—paper shortage may 
Import & Export PRICE 
KEMP’S DIRECTORY 


tising Agent's office. Save 

45/- and order your copy 

Manefockorers wellmeanlimited supplies 

Shippers PRE - PUBLICATION 
General Trodes ONLY = 

etc. To be published at £5 

(Dept. K. 2) $2, Haymarket, London, S.W.1 

Telephone: WHitehall 5961 


| Est. 1908 Phone : Hol. 8641/2 


| 87/93 LAMBS CONDUIT ST., W.C.I 


George Miall, Arthur Lambert, Percy Millward 


| House to House distribution of 
| circulars ete. by men under efficient 
| supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
| Boardmen. Street Paper selling. 


ESSLERS 


LONDON LTD | 


DISPLAY STANDS 


SHOWCARDS SHOWCASES | 


201/3 CHURCH STREET. N.16 (CL! 6247) 


| 
| ROTAPRINT & MULTILITH USERS 


We offer you a speedy Photo-Litho service 
that is second to none.... Our speed is 
your asset. 

For QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 
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NOTES 


‘Milling’ Diamond 
Jubilee Number 


The annual Christmas number 
of Milling coincided with the 
magazine’s sixtieth year of con- 
tinuous weekly publication, and 
a hundred-page issue was pub- 
lished. It included 60 pages of ad- 
vertisements, more than half of 
which were in colour. 

+ * ~ 


Advertisement rates for Muni- 
cipal Review and Borough have 
been increased by £5 a page. 


The journal, which has just cele- 


brated its coming-of-age, has an 
improved and re-styled January 
issue. 

” * * 

Public Opinion changes to 
11 in. x 84 in. type area and 
124 x 10 page size with the 
January 5 jssue. It is hoped to 
increase size to 32 pages shortly. 

* ~*~ 

Fifty of the 96-page 1950 Irish 
Review and Annual, a supple- 
ment to the Jrish Times, are de- 
voted to advertisements. 

- * ” 

Selling price of several 
Newnes-Pearson publications are 
to be increased. Practical Tele- 


vision, Mechanics and 


Practical Wireless 

raised from 9d. to Is., 
Woman from ls. to Is. 4 
Homes and Gardens from Is. 9d. 
to 2s., and Amateur Gardening 
from 3d. to 4d. Revised prices 
take effect with the March issues 
except for Practical Television 
and Practical Mechanics for 
which the new price begins with 
the Fetesary musabers. 


di of Electronic Engin- 
eering is changed this month. 
Overall size has been enlarged 
from 74 in. x 10 in. to 8} in. x 
li in. to permit better display 
of editorial features and to enable 
advertising space to conform to 
ISBA. standards. 


As from April the size of 
Stitchcraft will increased from 
24 or 28 pages to 40 pages and 
the selling price raised from 9d. 
to Ils. Advertisement rates will 
be increased by £36 a page.. There 
has been an increase in sales of 
23 per cent since the current rate 
was fixed in January 1948. Cir- 
culation for the period January- 
June 1950 averaged 299,872 
copies a month. 

* * 


* 


7 

The cover of National News- 
agent for December 30 is a de- 
tachable calendar. 


Legal and. Gazette 


. 
New Companies 
- 2 
Publications (Stratford) Ltd., 
ou House, 374 High Street, Stratford, 

E.15. To take over business of printers, 
publishers and advertising contractors 
carried On as ‘Premier Publications” at 
Swatford, E. Nominal capital: £500 
Directors: omes 
and Mrs. 

Health and Life Publications Ltd., 396 
City Road, E.C. Printers, publishers, 
bookbinders — booksellers. 
capital: £1,0 Directors: 

Young and Kathleen M. Winfie 
Pianasign Lid., 29 Marylebone Lane, 
electrical 
signs. Nominal capital: £100. 
. Evans, W. T. Caulficid and G 


ta Ltd., 59 
N.W.9. Nominal 
Recesannes a Balzano, 


Herald ‘Display and Exhibition Con- 
tractors Ltd. To take over business of 
display and exhibition contracting carried 
on by Robert Sutton and Walter Morti- 

a I Display." Nominal 
Directors: R. Sutton, 


(The above-mentioned particulars of 
new companies recently registered are 
taken from the Daily Register complied 
oy Jordan and Sons, Lid., Company 
Registration Agents, 116 Chancery Lane, 

tendon, w.c.2.) 


DISSOLUTION ‘OF PARTNERSHIP 
Harotp Harvey Jarretr. RIcHaRD 
Haro_p PucH, and RoLaNp GILes, trad- 
ing as The South Wales Cricketers’ 
Magazine, and The Cricketers’ Magazine. 
publishers. November 18, 1950, so far as 
concerns Roland Giles. who retires. 
RTHUR JAMES GRiIMSHAW and Mary 
WINIFRED MARSHALL, trading as Speed- 
way Press Services, 2, Holloway Head 
Birmingham, publishers April 25, 1950 


BANKRUPTCY PROCEEDINGS 
Maurice Trevor Hatt. 65, Becklow 
Road, Shepherd's Bush. publisher, lately 
8, Westgate Terrace, Chelsea. Receiving 
15 First meeting of 
creditors January 9, public examination 
February 
Lewis GEorRGE STOAKES, 
known as Lewis George. 41 
Road, Earls Court, 


sometimes 
. Penywern 
lately carrying on 


business with another as “‘Lewis 
Laboratories. ** 225-7, Hammersmith Road, 

W.6, technical publishers. and with 
— as “Electronicraft Publications,” 

45. South Audicy Street. London. W.1. 
Seiad ublishers First meeting of 
creditors January 9; public examination 
February 13. 

FRANK Simcox, 116, Wellington Street, 
and Bradgate Street Works. Ashton-under- 


MEETING OF CREDIT 
Tie Twenty-Four Hour a 
rae Lrp 24, Grays Inn Road, 
wc direct ‘mail advertising and print- 
ing. ‘pirat meeting of creditors January 
ae c Spee House, 346, Strand, London, 


WILLS 


Mr. Fitzsames RUSSELL, late managing 
director and secretary of Irish Wheelman 
Printing & Publishing Co. Ltd., and 
director and secretary of McCredy, od 
& Co. Ltd., Dublin, left estate in 
land and the Republic of Ireland coheed 
at £1,548 7s 

Mk. ALBAN ERNEST HILL 
senior advertisement representative Sun- 
day Pictorial, from 1923 until his retire- 
ment in 1939, left £6,524 Is. 8d. gross, 
£6,390 16s. 2d. net. 

Harry Wetsx-Lee, director, White 
& Carter Lid., advertising agents, left 
£2,204 16s. 2d. gross, £2,049 12s. lid 


Hopes, 


DAM Gowans Whyte, fi 
Electrical _Industries, 
8. 8d. gross, £6,826 16s. net. 

Mr. Rosert JowWN STANLEY EVANS, 
editor of Y Seren, left £7,773 8s. gross, 
£5,886 2s. 10d. net. 

Mer. Joun Taytor Brown, of 50 Ring 
Road, Leicester, and late managing editor 
and director o: the Leicester Evening 
Mail, and previously with the Yorkshire 
Post, the Bristol Evening World, Glou- 
cestershire Echo, @ the Grimsby Even- 
ing Telegraph, who died last August, aged 
SS years, left personal estate in England 
and Scotland Valued at £5,760 4s. 8d 


CHANGE OF ADDRESS 
Ltd,: to 268 


Martin J, Slattery & Son 
Grays Inn Road, W.C.1, from January 1 
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‘CLASSIFIED ADVERTISEMENTS | 


’ APPOINTMENTS VACANT 3s. per tine. APPOINTMENTS WANTED 
Disptay 30s. per inch. 


three Each tine cousists of average of oS 

24 letters, ignoring Bez sumber counts as ous lise snd ts to be paid fer. | SPACE + 

Additional fee of 9d. is charged for use of Box Office. oo 

insertions, 5%, on 13, 10% om 26, 15% om 52. All advertisements for less than seven 
imsertions MUST BE PREPAID. Address: “Advertiser's Weekly,” 186 Fleet Street, 


SENIOR 


ACCOUNTS 
EXECUTIVE 
wanted by leading 
GLASGOW 
AGENCY 


Qualifications should include 
first class advertising experience 
combined with a good person- 
ality and knowledge of modern 
agency routine. 


Applicants, Scotsmen and pre- 
ferably married, should be 
between the ages of 33/42 and 
with previous experience of 
successfully filling a position 
which carries a salary in the 
region of four figures. This 
vacancy needs to be filled 
immediately and is one which 
carries exceptional possibilities. 


Write (in confidence), giving full 
particulars of qualifications and 
experience to 


Box 1078 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING. Leading Agents re- 
quire young lady to check charges for 
printers’ b.ocks ctc Previous ¢xperi- 
ence an advantage S-day week (9.30- 
5.30). Write stating age, experience 
and salary required to Secretary. 
rr Ltd., 5, Chancery Lane, 

Wc 


STUD 0 “SECRETARY wanted for 
advertising agency, expericnced woman 
competent in administration of studio 
yn rone ly aaa filing, etc 
Five-day we 
Box 1061 ‘Ad. “Weekly 180 Fleet St BC4 


Specia! to 
ACCOU..T EXECUTIVES 


London Advertising Agency, 
small but of high reputation and 
world-wide operational exper- 
ience, is looking for an additional 
ACCOUNT EXECUTIVE. Appii- 
cant must be an_ all-round 
advertising man of good standing 
and experience, capable of con- 
trolling all aspects of existing 
accounts and of originating or 
introducing new business. Ex- 
cellent terms, with directorship 
after ‘‘proving’’ period, will be 
offered to the right man. Please 
write in the first place to the 
Box Number given below. The 
strictest confidence will natur- 
ally be observ 


Box 1053 
Advertiser's Weekly, 180 Fleet St., E.C.4 


SPACE SALESMAN with proved record 
required for official Exhibition Cata- 
logues in Provinces with possibility of 
exhibition supervisory work. ood 
free lance might suit. Full details of 
past record to 


Box 1051 Ad. Weekly 180 Fleet St EC4 


SPCRETARY 


London, E.C.4. 


SHORTHAND.-TYPIST 
required by executive of West 

Advertising Agency Interesting and 
permanent position week. 
ae stating age, experience and salary 


uired 
‘Box 1065 Ad. Weekly 180 Fleet St BC4 


CANDIDATES FOR 


THE A.A., L.1.P.A., and 1.S.M.A. 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
1.S.M.A’s Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 
manship, and Sales Management. 
Send for our 28-page booklet 
“‘Advertising’’ or ‘‘Salesman- 
ship and Sales Management”’ (36 
pages). Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department. 
INTERNATIONAL CORRESPONDENCE 
ScuOOLS L1D., Bape. AW.6 
i] i Bidgs., K » WC2 


PRODUCTION 


ASSISTANT (male), 
young and competent, required immedi- 
ately by West End Store. Must be 
experienced in layout and typography. 
Applications stating details of experi- 
ence, age and salary required, to 

Box 1090 Ad. Weekly 180 Fleet St EC4 


DRAUGHTSMAN-ARTIST required for 


Publishers Studio, London. Plans, 
Perspectives, Tracings, Lettering 
Permanency. Staff Pension Schem 


Write giving experience, age, 
required 
Box 1082 Ad. Weekly 180 Fleet St BC4 


salary 


per annum minimum 


Experienced space salesman 
wanted for a new British con- 
sumer paper for the U.S.A. and 
Canada. Write stating salary and 
commission required and giving 
details of past successes in space 
No one earning less 


apply unless he has achieved 
results that warrant being paid 
at least this per annum. 


Box 1059 
Advertiser's Weekly, 180 Fleet St., E.C.4 


VOUCHER DEPARTMENT. 


SPACE SALESMAN already calling on 


publishers and advertising agents can 
earn substantial additiona) remunera- 
tion by representing an established 
monthly on commission a basis. 
Expenses paid, full backin 

Box 1060 Ad. Weekly 180 Fieet St EC4 


JUNIOR 
required in London Agency. Experi- 
ence desirable but not essential. Apply 
by letter with full details and salary 


required to R.C.N. 184 Swand, 
» Sea 
ADVERTISING. Required by a well 


known firm of Motor Vehicle Manu- 
facturers situated outskirts Birmingham, 
an assistant in their advertising pub- 
licity department, one preferably hav- 
ing had experiene in automobile 
publicity including exhibitions. Appli- 
cants are invited 1o submit details. in 
confidence, of training, experience, age, 
and salary required. Appl 

Box 1081 Ad. Weekly 180 Fieet St BC4 


‘ APPOINTMENTS VACANT 


PATONS & BALDWINS 
LTD. 


want a publications assistant for 
their Sales Promotion Depart- 
ment, Brentford. Subject 
matter: knitting wools. Exper- 
ience in the layout and produc- 
tion of first grade printed 
matter essential; ability to write 
crisp, factual copy desirable. 
Someone in the 20's living in 
West London who has made a 
start and wants to get on, would 
find this job congenial. Write 
details of age, education, adver- 
tising experience and pay ex- 
pected to: S. H. Bowden, Patons 
& Baldwins Ltd., Great West 
Road, Brentford, Middlesex; 
mark the envelope ‘‘Assistant”’ 


‘ 


LETTERING ARTIST with showcard 

experience, _imteresting —. ~~ 

conditions, five<day weck 

gl with specimens, STUDIO" FILMS. 
Dean Street, W.1 


coun ALL . ROUND ARTIST required, 
capable of peotemns high-<lass work. 
Write salary required 


Box 1077 Ad. Weekly 180 Fleet St EC4 


SALESMAN 
required by 
MUNICIPAL JOURNAL 


3/4 Clement’s Inn, Strand, 
London, W.C.2 
Apply in first instance, in 
writing, to General Manager 


RETOUCHER. 


FINE OPPORTUNITY (London Studio) 


for General and Figure Artist, com- 
mencing salary accordias to ability. 
experience and age, but must be cap- 
able of earning a commencing salary 
of £800. Write stating age, experience 
and salary required to 
Box 1079 Ad. Weekly 180 Fleet St BC4 
Vacancy occurs in 
Leading London Commercial Studio 
for a first class retoucher with wide and 
general experience alary according 
to ability Write fully giving age 
experience, and salary required to 
Box 9211 Ad. Weekly 180 Fleet St BC4 


CROYDON ADVERTISING STUDIO 
require 
RETOUCHING ARTIST 


FIVE DAY WEEK 
TELEPHONE FOR APPOINTMENT 
ARTVERTISING, CROYDON 3930 


IDEAS/COPYWRITER. 


Capable of 
visuals writing 
Only expernenced 


preparing rough 
good, sound copy 
men need apply eg progres- 
ave post. Write for appointment to 
TAFF APPOINTMENTS, NORFOLK 
ste DIO LTD., 24 Bride Lane, E.C.4 


SENIOR 
MERCHANDISING 
MAN WANTED 


Mather & Crowther Ltd. want a really able 
merchandising man with a broad experience 
of every function of marketing and merchan- 
dising in Britain, and with some familiarity 
with American technique. This is a highly 
paid senior job for a man who has planned, 
supervised and taken active part in success- 
ful selling campaigns. 


DIRECTOR OF MERCHANDISING 
MATHER & CROWTHER LTD., 1.P.A. 
BRETTENHAM HOUSE 
LONDON, W.C.2 


Piease write, giving 

full details of education, experience and 

present employment, and send photograph. 
if available, to 


your Classifieds to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


There is wide scope for a 


CREATIVE 
COPYWRITER- 
VISUALISER 


in the Publicity 
Department of a 
large newspaper 
organisation's 
London office. 
Write details of 
age, experience 
and salary 
required to 


Box 1080 
Advertiser's Weekly, 180 Fleet St., E.C.4 


FXCELLENT OPPORTUNITY for abc 
man thoroughly experienced in display 
and exhibition work as production 
manager Full knowledge of costing 
and experience in film studio disp'ay 
work an advantage. Good salary with 
incentive bonus. Sound job for reliab'c 


man 
Box 1073 Ad. Weckly 180 Fleet St BC4 


40 


CLASSIFIED ADVERTISEMENTS | 


APPOINTMENTS VACANT 


A YOUNG 


and rapidly expanding Lon- 
don agency is looking for a first class 
General Manager. Qualifications for 
such a job will be obvious to the man 
who possesses them. He will come in on 
the ground floor, and, to a large extent, 
determine the final height of the build- 
ing and his position in it. His initial 
salary will, of course, _ in direct 
re‘ationship to his abil 

Box 1074 Ad. Weckly 180 Fleet St EC4 


GOOD PUBLICITY LTD. 


have vacancies for 
A LETTERING AND GENERAL 
ARTIST—must have had Commercial 
Studio experience Studio being 
expanded. Good working conditions 
and interesting accounts In first 
place send full particulars and six 

typical specimens. 


A PRODUCTION ASSISTANT 
Previous experience essential. Good 
opportunity for young man _ with 
working knowledge of blocks, typo- 
graphy and print 
Write to 
25 Princes Drive, COLWYN BAY 


NEVIN D, HIRST 


YOUNG STEREOTY PER 


(Advertising) Ltd., 
extending their Studio, need experi- 
enced commercial artists. Good salary 
and conditions, widely varied work 
holidays with pay, bonus scheme 
Apply Jack Lamb, Studio Manager. 
Grattan House, Leeds Phone 28407 
. required as 

assistant to Space Buyer—some experi- 
ence in preparing schedules and issuing 
a Five-day 

Publicity Ltd., 

Quality aay Quality Court, hancery 

ane, WC 

required by 
Prominent group of weeklies. Four bed- 
roomed flat available Permanency 
with excellent prospects of advancement 
Box 1055 Ad. Weckly 180 Ficet St EC4 


PUBLICITY 
ASSISTANT 
required 


for large company in London 
engaged in radio, radar and elec- 
tronics field with international 
connections. General publicity 
experience required, knowledge 
of printing processes, ability to 
do rough layouts for all media. 
This position offers scope for a 
good all-round young advertising 
man who is prepared and able to 
turn his hand to the wide variety 
of jobs in a newly-started pub- 
licity section. Please send full 
details of experience, age and 
salary required to REF. CT), 


Box 1058 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING EXECUTIVE of Direc- 


tor status required for old-established 
London agency, must be first-class con- 
tact man, now controlling National 
advertising accounts 

Box 1092 Ad. Weekly 180 Fleet St EC4 


| 


ADVERTISING COPY 


Keen creative man wanted for Publicity 
Department in Manchester. Ideas, 
visuals, finished rough: lency ex- 
perience essential. Age 25-35. 5-day 
week. —Wages £10 per week 


Box 1052 
Advertiser's Weekly, 180 Fleet St., EL.4 


SPACE REPRESENTATIVE is required 
for a new Industrial Publication in THE 
POTTERIES. The successful appli- 
cant will have openings for other publi- 
cations in the Midlands. Salary, 
Commission and Expenses Pension 
Scheme. Write giving details of experi- 
euce, age, etc., to Bemrose Publicity 

Ltd., Wellington Street, Derby. _ 

Peony NTANCY, Chicf assistant wanted 
in accountant department ft = estab- 
lished advertising service 
Box 1062 Ad. Weekly 180 ‘Fleet %Se Ec4 


ACCOUNT EXECUTIVE 
REQUIRED 


T. Booth Waddicor & Part- 
ners Ltd. need an executive as 
assistant to one of the directors. 
Creative ability is not necessary 
but a good critical faculty, a 
quick grasp of essentials and a 
sense of responsibility are im- 
portant. Previous agency execu- 
tive experience is a necessary 
qualification. Write 


27 SHAFTESBURY AVENUE, W.1 


ADVERTISEMENT MANAGER for a 
well-known trade journal. Opportunity 
for high-grade space salesman to 
qualify after probationary period as 
representative. Keen and energetic man 
required, able to present a convincing 
record. 

Box 1064 Ad. Weekly 180 Fleet St EC4 


Board. 


typography is 


£700 per annum. 


the 22nd January, 1951. 


Beverley House, 
University Road, 
Leicester. 


EAST MIDLANDS GAS 


Appointment of 
EDITOR 
of the Board’s House Journal 


Applications are invited from technical journalists to 
edit the monthly house journal of the East Midlands Gas 


Experience in feature writing, sub-editing, layout and 
essential and applicants must be able to 
assume complete responsibility for the production, dis- 
tribution and sales of the magazine. 
responsibility for Press relations under the direction of 
the Secretary of the Board. A knowledge of the Gas 
Industry, although not essential, is desirable. 


The salary for the appointment will be not less than 


The successful candidate will be required to pass a 
medical examination and to subscribe to such Super- 
annuation Scheme as the Board may adopt in the future. 

Applications stating age, education, qualifications and 
experience, and giving the names of two referees, should 
be addressed to the undersigned to arrive not later than 


A. GWYNNE DAVIES, 


BOARD 


The post will entail 


Secretary. 


z 2 


We want a good all-round 
Advertising Man 


He must be familiar with all agency work, know his 
media, be able to write factual copy, be prolific in ideas, 
have more than usual understanding of typography, 
including casting-off, be able to visualise well enough for 
the layout artist to get what he is driving at, know all 
printing and process engraving, have enough 
general knowledge to write on technical accounts (and 
what he doesn’t know, have sufficient nous to find out 
quickly!), be able to compile catalogues, know how goods 
are sold and through what channels, be a perfect “trouble 
in short be a complete Advertising Agency on 
his own, except for finished art work. 


about 


shooter,” 


man exists 
from him whatever his age. 


be found out. 


Personnel Manager 
Hereward, Scott, Davies & Co. 
3 St. Helens Place, E.C.3 


z 


we already have one!—we would like to hear 
Write first, telling us every- 
thing, bearing in mind that whoever joins us will, unless 
he knows more than all our clients put together, quickly 
Strictest confidence—of course! 


2 2 


If another such 


*Phone your Classifieds 
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JaNuARY 4, 1951 


APPOINTMENTS VACANT 


VISUALISER 


T. & G. have a vacancy for a good 
visualiser who prefers being 


busy, can fit into a particularly 
happy group and would like to 
Stay. The job is mainly con- 
cerned with the general side of 
the Agency’s work and exper- 
ience on technical accounts is not 
essential. He should have the 
ability to develop his own or the 
team’s ideas in the form of good 
pencil roughs including figure 
Send brief 
details of experience and salary 


work or lettering. 


required to: Studio Manager, 


TECHNICAL & GENERAL 
ADVERTISING AGENCY LTD. 
101 St. Martin’s Lane, W.C.2. 


CLASSIFIED 


SILK ona OPERATOR wanted. 
preferably used to screening on glass, 
n 


bury Road, oad, Hendon, N.W.9 


LETTERING AI ARTIST, quic ok, competent 
experienced man required. Retouching 
an advantage. Ring GER 9567, for 
appointment. 


FIRST CLASS Poster) Ticket writers re- 
quired, Also artists Full details to 
Chamberlin, Old Foundry Road, 
Ipswich. 


PRODUCTION DEPARTMENT. Assist- 
ant wanted for responsible administration 
Post in production department in well 
known advertising agency. Good salary 
and prospect for competent and ener- 
gctic officer. 

Box 1063 Ad. Weekly 180 Fleet St ECA 


ADVERTISEMENT MANAGER _ re- 
quired for weekly woman's illustrated 
magazine. Excellent salary and com- 
mission, with Directorship for right 
man Applications treated in con- 
fidence. 

Box 1094 Ad. Weekly 180 Fieet St BC4 


KEEN AMBITIOUS space-salesman, pre- 
ferably 25-35, required for well-cstab- 
lished leading weekly Trade journal. 
Experience of trade or technical _— 
nal advertising an advantage. 
commission, expenses st with, 4 
future for a man who thrives on hard 


wor 
Box 1072 Ad Weekly 180 Fleet St EC4 


COMPOSITOR: REQUIRED by large 
firm of Ticket Printers in Middlesex. 
Write, with details of age, and experi- 
ence, to Box 1827, Frost-Smith Adver- 
tising, 64 Finsbury Pavement, 


agency? 
with? 


scheme.. 
IF so, write to 


PAUL E. 


ARE YOU A FIRST-CLASS ARTIST? 


CAN YOU draw crisp, convincing figures? And can you draw 
things—shoes, ships, sealing wax and the like—with good 
draughtmanship, style and mastery of several techniques? 


ARE YOU happy working to the tempo of a lively, fast-growing 
WOULD YOU call yourself co-operative and easy to work 


DO YOU want a well-paid job, no Saturdays, a pensions 
. and plenty of scope? 


Derricks 


No specimens yet awhile—just facts, to 


ART , DIRECTOR 
DERRICK ADVERTISING AGENCY LTD. 
258 Westminster Bridge Road, London, S.E.! 


APPOINTMENTS WANTED! 


EDITORIAL LAYOUT ARTIST 
(woman) secks change. London, pro- 
vinces, or Commonwealth. Interested 
Technical and Educational publications 
Typographer with sound knowledge 
modern priating and some experience 
visual aids. 

Box 1088 Ad. Weekly 180 Fleet St EC4 


YOUNG ARTIST, 23, 7 years’ ° art 
school training, specialise illustration. 
wants studio/agency experience i 
work for pittance 
Box 1084 Ad. Weckly 180 Fleet St EC4 


STUDIO MANAGER, London Technical 
Agency, seeks similar appointment or 
group art director Competent visual- 
isation and layout, also finished art in- 
cluding first class lettering. Experienced 
organiser and art buyer Advertising 
Seometee as well as art ability. Min 
£780 
ny 1086 Ad. Weekly 180 Fleet St BC4 


POSTER INSPECTOR and site Valuer 
Fully experienced, requires situation 
with agency or advertiser. Resident 
B h k | of all 

young 


and keen. Ss 
Box 1085 Ad. Weekly 180 Ficet St BC4 


’Phone 


midiand sites and "price value, 


SEEKING CHANGE. Man aged 47. 
Nearly 30 years’ agency experience. 
Accountancy Production charging. 
Space buying. Secretarial. Good 


Box 1066 Ad. Weekly 180 Ficet St EC4 
1M PREPARING for the Advertising 
business at Night Classes, and I'm 
looking for an opening as P.A. to an 
Ad. Manager I have produced a 
specimen book of layouts some of 
which gy promise. No 9 to 5 p.m. 
nonsen: Age now 26 
Box _| 1067 Ad. Weekly 180 F 
ARTIST, ‘cttcring. layout (M), 27, k 
work City or South London. R., 67 
Aylesford Avenue, Beckenham. 
LADY, 32, ASSISTANT to Expo 
Advertising Manager of international 
company. secks responsible position, 
All round experience combined with 
flair for ideas Widely travelled. 
highest poteeences 
Box_1068 _ Weekly 180 Fleet St BC4 
FOR THE caer PLEASURE give— 
a young man (16), a junior situation 
in your: agency — School 
certificate, studying 
Box 1057 Ad. Weekly iso Fleet St BC4 


ADVERTISEMENTS 


APPOINTMENTS WANTED 


Se a. Private Secre- 


taries, C etc. If you are in ——— 
need of ro contact iy 

Excel House, Whitcomb Street, wes 
(WHltehall We specialise in 


$924). 

efficient personnel. sntehie 

EXPERIENCED LAYOUT man secks 
appointment. Blocks, layouts, printing. 
Salary £350 


Box 1070 Ad. Weekly 180 Fleet St BC4 
YOUNG MAN seeks position. Experi- 

enced layouts, printing process 

Box 1071 Ad, Weekly 180 Fleet St BC4 


GOVERNMENT SURPLUS 
ARTIST (ex-pilot) available for quick 
disposal to agency or studio fully con- 
verted for civilian use (five years inten- 
sive art training, three years free lance). 
ideal for sound creative work, layout, 
or production. 


Box 1054 
Advertiser's Weekly, 180 Fleet St., E.C.4 


YOUNG LADY, age 21, Shorthand, 
typing, study.ng for D.A.A., seeks posi- 
tion as trainee in London Agency. 

Box 1099 Ad. Weekly 180 Fleet St BC4 

KEEN, INDUSTRIOUS COPYWRITER 
(26), requires post London agency; no 
experience: great potentialitics. 

Box 1098 Ad. Weekly 180 Ficet St BC4 

TOP LINE LETTERING AND LAY- 
OUT ARTISI with 20 years’ experi- 
ence, secks change. 

Box 1097 Ad. Weekly 180 Fleet St BC4 

GENERAL FACTOTUM. Young iady, 
intelligent, experienced art, office, 
offers part-time services! 
Box 1093 Ad. Weekly 180 Fleet St BC4 


PUBLICITY Di available. 
Trained engineer. Thoroughly experi- 
enced in Publicity and Sales Promotion 


management, advertising agency routine, 
research, preparation of sales literature, 
= schemes, exhibition and di y 
conference organising. irst 
E “record, Present salary £1,250 p.a. 
ox 1083 Ad. Weekly 180 Ficet St EC4 
ARTIST-DESIGNER, Studio Executive 
practical man in all types of work. 
Free now 
Box 1091 Ad. Weekly 180 Fleet St BC4 


would co-operate with 
small studio to commence department 
on sharing basis. Davis, 6 Brent Court, 
. °, | Sees 
EXPERIENCED SPACE SALESMAN 
secks post in London area with 
stablished publishing house. 
Box 1075 Ad, Weekly 180 Ficet St EC4 
RAL 
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(PERIENCED 
DRAUGHTSMAN 
nteriors, perspectives, cic., 

Box 1076 Ad. Weekly 180 Fleer St BCS 
DISPLAY and general artist with eight 


years’ experience secks position with 
scope many big 
exhibitions, ee, X eoee etc., 


all mediums. Pleas 
Box 9245 Ad. Weekly 180 ‘Fleet St BC4 


FREE LANCE SERVICES 


a pak, 8 ARTIST, experienced in 
rawing, mechanical 
iihustration ~ lettering, seeks good 
sonnets. Prompt service guarantced. 
Box 9716 Ad. Weekly 180 Fleet St EC4 
LETTERING © ARTIST specialising in 
Commercial Lettering with an accent 
on slick, modern styles. Any offers? 
_ Box 1095 Ad. Weekly 180 Fleet St BC4 
COMMERCIAL ARTIST requires process 
work (line, tone and colour), lettering 
specialist. Finished work from your 
colour roughs. 
Box 233 Ad Weekly 180 Fleet St EC4 


BUSINESS OPPORTUNITIES 


REPUTABLE AND THOROUGHLY 
experienced advertising man with own 
Office in Fleet Street is in the position 
to offer London representation to non- 
competitive provincial Advertising 
Agencies 

_ Box 1069 Ad. Weekly 180 Fleet St BC4 

TECHNICAL PERIODICAL. Profes- 
siona! Institute invites applications from 
advertising agents prepared to sell 
limited space in monthly ponent. Par- 
Py Of fees and services to 
Box 9248 Ad. Weckly 180 Fleet St_ BC4 

ACCOUNTS EXECUTIVE good turn- 
over. Interested in partnership smal! 
recognised agency, other suggestions 
considered. 

Box 1087 Ad. Weekly 180 Fleet St BC4 


your Classifieds to CHA 8844 (Ex 23) 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


SCRIBBLE “Sample picase” on one of 


mead, Bristol, 1. Tel.: 2681 


MANAGEMENT of a concern 
connected with advertising, —_ 
licity and show business, have 
small suite of offices in the West 
End which could be available to 
an experienced lady or gentie- 
man publicist, with a view to 
forming a company in which a 
directorship would be offered. 
Very little capital required but 
necessary qualifications would be 
ambition and capacity for hard 
work. Reply, with full par- 
ticulars to 


Box 1056 
Advertiser's Weekly, 180 Fleet St., E.C.4 


MISCELLANEOUS 


‘GREENWOOD PARTY’ 
RECAP 


Two distinguished guests 
have hats that do not be- 
long to them—we have two 
that do, so please have an- 
other look at your hats. 
Another guest may have 
been too full of the ‘‘party 
spirit’’ to recognise his 
his own gloves. Perhaps 
the gentleman will return 
them soon, as the owner 
is seriously thinking of 
leaving for a warmer 
climate. 


PRINTERS 


TO ,PUBLISHERS 


Are you = Fe a Printer who has 
tioned 


established monthly, or weekly. 
2 Modern Automatic Double Demy 
letterpress machines by Linotype 
Machinery Led. Severa! smaller 


Automatic Cylinders. Additional 
Monotype keyboards and casters. 
Double Royal and smaller folding 


machines. 


if this is so we invite eet i aie 
Telephone Leytonstone 

(Minimum 
runs oreferred.) 


G. F. TOMKIN LTD. 
501/S Grove Green Rd., Leytonstone 


MACHINING FACILITIES — Printer 
could offer for the next 8 wecks the 
capacity of 1} Crown and D. 
Demy. Binding available, 
setting. 

Box 1089 Ad. Weekly 180 Fleet St BC4 

——_—— 


but not 


See December 28 issue of Adver- 
tiser’s Weekly, pages 190 and 19! 
for the Advertising Services 
January 


& Supplies Section. 
25 will be the next issue con- 
taining these services. 
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ADVERTISER’S WEEKLY Tuurspay, January 4, 1951 


45/- (overseas) 


i STOP PRESS 
i AD. RATES UP 
Ad. rates for As 
“Weten position © tm. aa. on 

. leader page in Portsmouth 
af raise 
a “ . et 

Let those who may complain foot ttn berm. inh 
that it was all on paper SPECIAL AREA 
APPLICATION 
4] remember that only on paper nas applied for apetiat are 
" : . of the county, 

: has humanity yet achieved V. W. Daten! appointed af 
} pre Eee ge 
glory, beauty, truth, knowledge, | Fa See * 
a virtue and abiding love.” 
| weet seen 

gard magazines. 
a GEORGE BERNARD SHAW 


Great Britain - Canada « Australia - South Africa - U.S.A - Norway « Sweden 


Published by the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4. (Phone : Cneeey Ge 
January 4, 1951. Printed in England by Seaples Printers Limited at their Great Titchfield Street. aw BR , 
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